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ADVERTISER'S WEEKLY 


One man’s plan 
to boost exports 


Sin,—During these t few 
years, the Government have con- 
stantly told us that we must 
increase our export business. 
However, the action the Govern- 
ment have taken to assist in this 
matter has been negligible. 

Because of currency regula- 
tions and other difficulties, the 
British manufacturer is at a 
terrible disadvantage when trying 
to distribute, promote and ad- 
vertise British merchandise in an 


to me that the 
Government should get to grips 
with this problem as quickly as 
possible and I would suggest that 
the following plan aug- 
mented ;: — 

1, That the Government estab- 
lish advertising agents in the 
major areas in which they 
wish to sell. The Government 
would employ top talent in 
advertising, mainly because 
they could afford to pay for 
such talent. 

2. This agency would work for 

all manufacturers who 
wished to sell in the area 
concerned. The board of 
the agency would decide if 
such a market existed for 
such a product as the British 
manufacturer wished to sell, 
whether it be capital goods 
or consumer goods, 
. Assuming a market did exist, 
the British manufacturer 
would then pay a certain 
amount of money into a 
pool, which would go into 
a fund to carry out catalogue 
advertising under various 
categories of goods which 
would be sold in the over- 
seas countries. 
4.As the sales of any one 
manufacturer's goods _in- 
creased, the contribution to 
the central advertising fund 
would also be increased. In 


~ 


if 


To The Editor... 


this manner a huge adver- 
tising fund could be built u 
which the Government ad- 
vertising agency could use 
to consolidate the advantages 
of British goods in the 
market concerned. 


Sales Mana er, B. McGLYNN. 
Steiner Products Ltd. 


Ads could beat 


J 
recession 

Sim,—It is as yet too early to 
tell whether the next 12 months 
or so will experience a severe 
economic recession, which has 
now been kept back for so long. 

It is very instructive to study 
the American recession of 1951, 
which was only a mild one, to 
see how individual industries 
fared. 

Some had decided to lie low 
whilst the recession blew over, 
refusing to bring out new models 
with sales appeal, and cutting 
down on their advertising ex- 
penditure to decrease losses. 
Consequently, these industries 
suffered heavy losses, not in pro- 


THIS WEEK 


on “Those new folks at 
home,” page 282. 


NEXT WEEK 
food advertising. 


portion to the size of the general 
depression. In 1951 sales of re- 
frigerators fell by 35 per cent, 
television sets by 32 per cent, 
radios by 20 r cent, and 
vacuum cleaners by 24 per cent. 
Others, realising that a mild 
recession could be overcome by 
up-to-date techniques of propa- 
nda and salesmanship, intro- 
uced new lines adopting all 
available methods of sales pres- 
sure. As the result a number 
of United States industries 
not only maintained _ their 
level of sales, but actually 
increased it over the previous 
year. Sales of air-conditioners in 
1951 were 29 per cent up on 
1950, floor polishers by 15 per 
cent, dishwashers by 13 per cent, 
and steam irons by 28 per cent. 
After all, a recession of 5-10 
per cent, which might be ex- 
pected, is not much. There are 
many manufacturers who are 
capable of expanding their sales 
by this narrow margin with 
advertising and salesmanship. 
G. J, Gorvon. 
Head of the Marketing Division, 
Armstrong-Warden Ltd. 


Haslam Millis again 


Did the master’s 
copy sell ? 


Sin,—I share E. P. Towers’ 
belief (February 4) that Haslam 
Mills’ clever and unusual copy 
was either above the heads of 
prospects or so intrigued them as 
to divert their attention from the 
goods it was supposed to sell. 

But this is only an opinion and 
we all want facts, Are any firms 
who used Haslam Mills’ copy 
extensively prepared to state 
whether or not they were satis- 
fied with the results it produced? 
Even more interesting: was it 
more or less successful than 
orthodox copy? 

E. D. ByPteco. 


Fleet Street, 
London, E.C.4, 


He don’t seem 
to be dead 


Sir,—It is reasonable to sup- 
pose that nobody knows if 
Haslam Mills’ copy (inspired, 
laboured or soppy) sold more 
than would X’s ditto of a pro- 
duct called, say, Flitto, in the 
long, long ago. Nobody knows 
which copy sells what (some, 
none or the lot) of the copy 
that’s written to-day. Of Haslam 
Mills (God rest his head) this 
much is certain, he don’t seem 
to be dead. 

With apologies to Leigh Hunt 
and Patience Strong. 

S. W. BaRTRUM. 
48 Leinster Square, 
London, W.2. 


Evaluation 


Sm,—Surely no-one whose ig- 
norance of another of your 
correspondents is complete (apart 
from the intelligence anc powers 
of expression implicit in his 
letters) would be so ungracious 
as to bar him from the com- 
pany of responsible advertising 
men. Yet this is what Mr. 
Towers says I have done. 

If he will re-read the open- 
ing paragraph of my letter he 
will find that | said | am happy 
to think his evaluation of Haslam 
Mills is not that of responsible 
advertising men in general, 

Mr. Towers’ surprising inter- 
retation of that comment does 
ess than justice to himself—or 
me! 


5 Eastway, 
Epsom, Surrey. 


JoHN Harris. 


Praise for a bold 
safety poster 


Sir,—The time has come for 
the Chesterfield Road Safety 
Committee to realise that road 
casualty figures warrant a rude 
awakening in the minds of the 
public. The “Please be careful” 
approach would seem to do 
little towards diminishing the 
“Couldn't happen to me” frame 
of mind. 

Patricia Lynes’ sledge-hammer 
poster has a startling effect de- 
signed to shake off complacency. 

As for the effect upon the 
minds of sensitive children, 1 
doubt that one child in 50 would 
notice the poster. If it does 
attract them it is more than likely 
that the message would be com- 
pletely meaningless, which is not 
surprising when considering that 
this excellent poster is directed 
at the adult population. 

J, M. O'Hicorns. 
Publicity Department, 
B.S.A. Tools Ltd. 

(Chesterfield Road Safety Com- 
mittee barred the “‘One for the road 
may be one for the grave’’ poster, 
designed by Patricia uynes, as “too 
horrific.”’—Editor.) 


The short answer 

Smr,—A cutting from the Ap- 
VERTISER'’S WEEKLY (Stuart Lewis, 
January 21) has just reached me 
for comment upon the hypo- 
thetical “sharp bucolic criticism” 
that my wall-chart “British 
Breeds” is ay “sure to 
arouse” when seen by “farmers 
and country-lovers.” 

The short answer is that a 
flood ef applications for addi- 
tional copies of the “poster,” 
and its companion folder, has 
been received from County 
Agricultural Advisory Officers 
(responding to specimens). 

J. HARRISON. 
57, Surbiton Court, 
Surbiton, Surrey. 
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FINE QUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 
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THE INDISPENSABLE 


MEDIUM FOR REACHING 
THE INDISPENSABLE MARKET 


— WOMEN WHO BUY FOR THEMSELVES, 


THEIR HOMES, OR THE!IR FAMILIES 


Womalls onn 
) 2.221.162) 


AUDITED NET SALE (jJULY-DEC. 1953) 


Stewart \iander, Advertisement Director, George Newnes Ltd, 
‘Tower i) oe, Seothamptoe St., W.C.2, TemupleBar 4363(40 lines). 
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‘Long after next month’s issue of 
WOMAN’S JOURNAL is on sale, the 
current issue will still be very much 
alive. Its rich abundance of good reading, its profusion of 
magnificent artwork, continue to reveal fresh treasures 
the more they are explored. WOMAN’S JOURNAL is the 

quality leader that is never really laid aside. It gives your advertising the opportunity 
of being thoroughly absorbed. It gives your campaign its essential continuity. 


WOMANS JOURNAL 


The Ahistooat of Monthly Journals fr Women 


* 2/46 MONTHLY * AN A.P. PUBLICATION 
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Neon signs are NOT dangerous 


to motorists 


SIGN MANUFACTURERS’ SHARP REPLY 
TO OPTICIANS’ ALLEGATIONS 


Last week we reported that the siting of coloured neon 
advertising signs, either flashing or continuous, near traffic 
lights and flashing zebra-crossing beacons is to be the subject 
of representations to the Ministry of Transport and to local 


ADVERTISING 
HITS BACK 


planning authorities. 
electrical sign industry. 


Now there comes a reply from the 


"THERE is not the slightest evidence that neon signs of any 
type are a danger to road safety, says a statement issued 
by the Electrical Sign Manufacturers’ Association. This is 


in reply to recent allegations by the Association of Optical 
Practitioners 


that neon 


distract the attention of 


motorists near traffic signals and zebra crossings. 


“We have asked the opticians 
to produce evidence to support 
their allegations,” Bernard Moss, 
the Secretary of E.S.M.A., told 
ADVERTISER'S WEEKLY. “As we 
expected, however, their reply 
entirely ignores our request so 
it seems quite clear that they 
have no evidence at all. 

“E.S.M.A. has been investi- 
gating this matter for years and 
we have found no case where it 
has been proved that a neon 
sign either confused or distracted 
a motorist and so caused a road 
accident. This is agreed oy, Se 
Ministry of Transport, the Road 
Research Laboratory, the police 
and the leading insurance com- 
panies.” 


‘Girls more distracting’ 


The E.S.M.A. statement points 
out that there are innumerable 
“distractions” on the road but 
drivers take most of them in sub- 


tions” there would be no stimu- 
lus to keep motorists alert. 


directly in line with a signal 
then it is preferable to use one 
of the non-traffic light colours. 

E.S.M.A. also criticises a state- 
ment by Sam_ Black, 
opticians’ press officer, that 
were perturbed about coloured 
flood lamps and illuminations of 
the type used mainly by garages. 

Said Mr. Moss: “Perhaps he 
would like to see a blackout 
again.” 

FOOTNOTE: Recently the 
Chief Constable of ito 
assured the local Road Safety 
Committee that there was no 
difficulty in distinguishing the 
traffic lights at Preston Circus, 
even when the neon signs were 
alight, and he saw no need for 
any alterations to the signs. 


DETERGENTS: COMMONS 
CRITICS ANSWERED 


Allegations made by Sir Richard Acland in the Commons 
that advertising expenditure on detergents and soap powder 
had raised the cost to the consumer have been swiftly 
answered by spokesmen of the advertising industry. 

Sir Miles Thomas, chairman of the Advertising Association's 
Public Affairs Advisory Committee, stated yesterday (Wednes- 
day) that to imply that the forceful advertising used to sell 
detergents is anti-social is, to any experienced commercial 
executive, wide of the mark. 

Moving the Price Control (No. 1) Bill in the Commons, 
Sir Richard Acland proposed that the present retail prices of 
detergents—Ils, lid. and 1s.—should be cut to a maximum of 
is. 7d. and 10d. More than £24 million was spent on detergent 
advertising in the press each year. In addition there was 
poster advertising, free distribution and competitions, he said. 

He continued, “This is not a Bill to object to advertising 
as such. The principle behind this Bill is this: We have 
reached the stage when we have got a right and a duty to 
say that the leaders of privately owned big business shall not 
play the fool with public money any longer, but should cut 
down this advertising to reasonable proportions and should do 
what is manifestly wanted, namely, reduce prices.” 

Sir Miles Thomas told “Advertiser's Weekly”: “There is 
no possibility of anyone proving that money spent on adver- 

up the cost to the consumer. In fact all evidence 


production the cost of any 

dependent on the bulk in which it is put 
ring process. When output is doubled 
acturing and transportation is 
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The Commons hear the truth, and the Government backs it=- 


ADVERTISING PAYS A NATIONAL DIVIDEND 


It guarantees quality, raises the | 
standard of living: ‘We are proud,’| }PaPet shortage hits The hex i ly 
says Secretary to the Treasury product launching +) osttion 1s 


AN assurance that the Government recognised the impor- 

tance of advertising in the economy of the country, both 
for business at home and the export trade, was given by the 
Economic Secretary to the Treasury (Reginald Maudling) in 


a debate on the ec 
Commons last week. 

He said that advertising was 
an integral part of the machinery 
of distribution, both at home 
and abroad. He agreed with 
another member that it was very 
largely upon advertising thai the 
modern mass market, modern 
branded goods, the high standard 
of values and the consistency of 
quality which the consumer 
could now obtain, had been 


“I think it is also true,” he 
continued, “that one of the 
services of advertising to the 
community is to bring to the 
notice of the consumer require- 
ments and amenities of life 
which otherwise he might not 
know. 


Growing importance 
“I also agree that adver- 
rtance—and 


can be paid by our traders, 

industrialists and merchants to 

the importance of advertising, 

the better for trade generally. 

“We in this country can take 
a great pride in the achievements 
of British advertising, particularly 
in the North American market. 
In that market there is the 
keenest possible competition in 
salesmanship and advertising, 
and some of the British adver- 
tising work in recent years, par- 
ticularly in the New York area, 
has been admirable and has 
contributed substantially to the 
encouraging growth of our 
exports, both visible and _ in- 
visible, to the North American 
continent.” 


The question was raised by 


Raymond Gower (Conservative). 
He said there was an exaggerated 
opinion among many people 
about the effect on the cost of 
a product of advertising. An 
investigation in America had 
shown that most people had 
over-estimated by four or five 
times the proportion, which, in 
America, was finally estimated 
to be less than 3 per cent of the 
cost of the manufactured articles 
of a representative body of 
manufacturers. 

Four points were given by Mr. 
Gower to emphasise the advan- 
tage of advertising. He said: 

“With regard to our produc- 
tion of goods at home, it may 
be said, firstly, that advertising 


value of advertising in the 


decreases the cost of selling them 
at home and also the distribu- 
tion costs. 

' » advertising lowers 
the cost of production on 
account of the increased volume 
and continuous cost of labour 
and plant. 

irdly, advertising lowers 
the price to the home consumer 
and thereby brings him a better 
standard of living. 

“Fourthly, it aids in stabilising 
ppomeeten and helps to prevent 

uctuations in prices. It helps 
to prevent seasonal changes.” 

John Rodgers (Conservative), 
who is a director of the J. 
Walter Thompson Co., Lid., said 
he believed t advertising had 
done much to raise the level of 
the industrial capacity in this 
country and to raise the stan- 
dard of living of all people. 

F. P. Bishop (Conservative) 
said he had no doubt that in 
the present active trade condi- 
tions the total expenditure on 
advertising in 1954 would be 
larger if it were not for the 
restriction at present imposed by 
the shortage of newsprint. 

_ He said: “This is not an occa- 
sion to go into that, but as we 
have a representative of the 
Treasury here I hope he will 
take note of the fact that this 
very important economic ac- 
tivity, which plays so large a part 
in our economy, is being severely 
hampered and restricted.” 


Commenting on the debate,) 
a leading article in the “Daily 
Express” on Friday com- 
plained that the Government) 
gave little encouragement to 
the nation’s advertisers. The 
pressure on advertising space 
defeated a manufacturer who 
wanted to launch a national 
campaign to back a new 


a PF Da 
the “Daily 
Expres” had been booked?é 

for the next six months. 
The article continued: “And 


the reason? Ever since the 
war daily newspapers have 
been strictly 


rationed for 
newsprint. 

“Yet no justification re- 
mains for this control. 

“It is both unfair and un- 
necessary. Unfair because 
magazines and _ periodicals 
have been free since 1950 to 
use as much and news- 


‘MOST PEOPL 


W. L. Andrews, editor of the 


week, said he thought that 
most people were in favour of 


“It has news value, it does 
service to the community—it 
is a necessary method of sales- 
manship,” he said. 

Another speaker, Alan Green, 
answered critics who said that 


A bottle of champagne smashing 
against the side of this London 
bus launched a new poster for 
Rael-Brook shirts. The cere- 
mony was performed in the 
forecourt of Rael-Brook’s new 
factory at New Cross. 

The poster is silk screened in two 
colours, blue and flame Day- 
Glo. It will be appearing on 


London buses for two or three 
months. 

A similar design is also being 
used for roof cards in the 
Underground. They are also 
silk screen printed in the same 
colour scheme of blue, red and 
white, and carry raised panels. 

Lucien Productions Ltd. are the 
agents. 


artificial 

In two articles on “Paper for 
the Press” a correspondent in 
The Times argues that the 
present newsprint shortage is 
artificial and that the A 
could be a “clean break with the 
past.” 

The author contends that a 15 
per cent increase in the news- 
paper size ration in the latter 
part of this year, supported by 
the additional purchase from 
Canada, would test the needs of 
freedom and should pave the 
way to decontrol by the end of 
the year. It would mean an 
early decision to allow news- 

pers to cover their needs freely 
or 1955 and after by long-term 
contracts. This would have to 
include freedom to _ contract 
forthwith for up to 300,000 tons 
a year from Canada, and at a 
later stage for such extra amounts 
as could not reasonably be ob- 
tained from home or Scan- 
dinavian suppliers. 


E LIKE ADS’ 


commercial films being made 
by advertisers,” he said. “I 
have not noticed that they are 
particularly pandering to the 
worst tastes in human nature. 
Rather the other way—they 
are informative, they seek 
to be instructive. 

“True they are trying to sell 
their goods, but didn’t Shake- 
— try to sell his goods? 

is isn’t the first commercial 
age we have ever had. The 
Tudors were a commercial age 
—Shakespeare sold his plays 
with ground-bait to tickle the 
groundlings and if he had not 
it in, if he hadn't made 
is money, which is what he 
went out to do as well as to 
write good plays, if he hadn’t 
done that, a lot of your heri- 
tage of English literature would 
never have reached you.” 
The principal speakers were 


of the Popular Television 
Bonham Carter, chairman of 


Wheels within wheels 
at Peterborough 


Peterborough City Council have 
accepted in principle an offer 
the advertising firm of Mills 
Rockley, Ltd., to erect and main- 
tain public information display 


stands incorporating cycle racks on 
saul a's name annual rent. 
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At the opening of S. C. Peacock’s new office in Manchester (left to right): 


M. Olsberg, advertising manager, Price Jones Lid., M 


anchester, A. M 


Edgar, S. C. Peacock Ltd., Manchester office manager, V. P. Doyle, vice- 


chairman, 8. C. Peacock Lid., Carl Brunning, ma 
Peacock Lid., T. Brown, merchandise manager, 


ing director, S. C. 
arshall Ward Lid., 


Manchester, P. L. Verity, publicity manager, Marshall Ward, Ltd. 


Taking a long 


pull 


H. and G. Simonds, Ltd.,4 
the Reading brewers, recently ¢ 
received a letter from a Mark 
Bell, of New Jersey, U.S.A.: 

“I receive the ‘Reading 
Mercury’ regularly and al- 
ways read your advertisements 4 
for Tavern Ale. I hope to 
come to Berkshire to live 
after being over here for 30 
years, and I look forward to 
sampling your produce at 
frequent intervals.” 

Simonds wrote to the news- ‘4 
paper: “This letter certainly { 
seems to show that the 
‘Reading Mercury’—as well; 
as our advertisements for? 
¢ Tavern Ale—gets around the 
world pretty well.” , 


, 
, 
7 
, 


Peacock open 


at Manchester 


S. C. Peacock Ltd., the Liver- 
pool advertising agency, opened 
a Manchester office on Monday. 
To mark the event a cocktail 
and buffet lunch was given at 
the office at 18 Lloyd Street, 
Manchester 2. 

A. M. Edgar, formerly account 
executive at Liverpool, has been 
er manager of the Man- 
chester office. He has been re- 
placed at Liverpool by V. C. 
Jones. 

Mr. Edgar has been with S. C. 
Peacock two years. Formerly, 
he was with Forbes Keir, Liver- 
pool. 

S. C. Peacock Ltd. was founded 
in 1923. 


Trade paper to the rescue 


Stationery Trade Review is to 
broaden its policy and devote 
more space to helping the re- 
tailer sell his goods and expand 
his field of business, states an 
editorial in the journal. 

“This past year has been a 
difficult one for the stationery 
trade; and Stationery Trade 
Review has experienced difficul- 
ties along with the trade as a 
whole. 

“If improvement in the sta- 
tionery trade seems to lie ahead, 
so do more competitive condi- 
tions of trading, both manufac- 
turing and retail. In the future, 
therefore, we anticipate devoting 
more space to helping the 
retailer sell his goods and expand 
his field of business.” 


Seven solus site 
appeals 


Lidstone Advertising Service, 
Plymouth, have lodged seven 
appeals with the Ministry of 
Housing and Local Government 
against Plymouth Corporation's 
refusal to sanction solus boards 
on business premises in five 
Plymouth streets and also the 
replacement of two former 
poster sites destroyed by enemy 
action, one in Plymouth and 
one in Ford, Devonport. 


Wholesalers respected 
—thanks to publicity 


The efforts of the Wholesale 
Textile Association’s publicity 
committee have done much to 
create a wider respect for whole- 
sale distribution than existed 
some years ago, Lord Mollenden 
stated in his presidential address 
to the Association. 


The need to advertise advertising 


ADVERTISER'S WEEKLY 


Call for AA leadership 


G. Room, of Mayfair Advertis- 


ing Ltd., writes: 


With the complete programme 


for the annual conference as 
yet unpublished, I would 
strongly urge that a session 
devoted to the advertising of 
advertising is seriously con- 
sidered by the Advertising 
Association’s Conference Com- 
mittee. Your journal, in my 
opinion quite rightly, has been 
challenging the A.A. to give 
a comprehensive statement on 
any future policy it may have 
on public relations in adver- 
tising. 

Recent instances have shown me 
that the public are still not 
only maying advertising is a 
waste 


vertising as a definite factor 
in buying branded products. 
Moreover, these instances are 
increasing in an alarming 
fashion. Soon, no doubt, ad- 


vertising will be looked upon 
as one of the necessary evils 


lihood depends upon it). 


ne 
a medium for filling In the 
sears of the local landscape, 
nor should it be treated as a 
“funny” in the cinema. Some 
less initiated people still think 
advertising appears solely in 


other 
fallacies should be halted, and 
something must be done to 
promote public confidence in 
a very definite part of our 
economic welfare. 

We look, therefore, to the A.A. 
for leadership—especially after 
the a gesture by the 
“Daily Express.” Action, if 
taken, should follow hard on 

this initial break. Let us hope 

that the A.A. have taken their 
cue. 


Sense of responsibility in 
screen print industry 


H. Ashford Down (Display 
Craft, Ltd., London) claims 
that the good industrial rela- 
tions in the screen printing 
industry are due to the fact 
that both masters and men 
have a sense of ibility 


often lacking in indus- 
tries. 


In his address as retiring presi- 
dent at the fifth annual meeting 
of the Display Producers and 
Screen Printers’ Association 
yesterday (Wednesday) he said 
that the employers, most of 


whom themselves were technical 
experts, claimed to understand 
the feelings of their workers and 
it was, therefore, with a good 
grace that the trade accepted the 


JON GH WHINE S DAY 


VENIMGS 


Sa Present™ PEOPLE ARE FUNNY (574 
«| 


5 RADIO LULEMBOHIRG 


Two people at Liverpool volunteered to sit in the window of Rushworth 


& Dreaper, the Liverpool 
one of 
Luxembour; 
receive a 


store, and do nothing for a whole week. 
the stunts organised in connection with the ¢ sponsored 
For their efforts they will 

, a 


it is 


programme “People are Funny.” 
automatic picture control television set, a 
travelling case and other items. 


award of the Industrial Disputes 
Tribunal for two weeks’ holiday 
with pay, following negotiations 
with the Sign and Display 
Trades Union. The workers 
were now on a level with many 
of the largest industries in the 
country. 

In the National Joint Appren- 


ticeship Scheme, operated by the 
Association and the Sign and 
Display Trades Union in co- 


operation with the Ministry of 
Labour, there were now 68 
apprentices, as against 48 regis- 
tered a year ago. 

The Association's new presi- 
dent, in succession to Mr, 
Ashford Down, is F. J. Clements 
(Clements Bros. (Displays) Ltd., 
Bromsgrove). Other officers are: 
vice-president, F. J. LeMa 
(Supasigns Ltd., London); branc 
chairmen: Midlands, §S. J. 
Herbert (Regional Publications 
Ltd., Birmingham); Northern, 
Winstan Gordon (Gordon's Pub- 
licity Ltd., Manchester); council 
members: H. B. Chapman (Ace 
Associated Woodwork Com- 
panies Ltd., London), J. H. Floyd 
(Decor Contemporary Art and 
Design Ltd., Bristol), R. Foster 
(R. Foster & Co. (Display) Ltd., 
London), C. L. Jarrett (Clifford 
Publicity (Displays) Ltd., King- 
ston-on-Thames), R. Olley (Olley 
& Rowley Ltd., London), P. W. 
Sprinzel (Studio Sprinzel Ltd., 
London), and C. R. Young (Silk 
Screen Arts Ltd., Croydon). 


50,000 ON WHEELS 


Nearly 50,000 people visited the 
British Traneport Commission's 
“London on Wheels” Exhibition at 
Euston Station, 


rs cece ania mtg TE. 
} ; 
| Pesruary 11, 1954 269 ee 
re ee os ee i 
i rs ~— 4 om % 
iad Pray 
| : Piette. 
| ai we es fee 
rs a ol i ne 7 
N i CE of 20h century life (except eee 
ma 2 — = nig as ee ghils of course, by those whose live- es 
7 hm = ma - ; - age aes . ions 
a - _ — ; : 
| Pg —— 7 7 ~ | 
. a 
| a 
| are also ' ne to accept ad- > 
: se 
j as 
ce 
; 
iL. 
é <2 
— 
7 
POOH OHHH HHO SOS _ . : 
: : a 
ee 
7 
: re 
ee 
el 
The 
| ue 
re 
7 be ee , as 
; re 
i . x i 
: LF cote , : ‘ 
Fh ag hin 8 ' ‘ f 
» By oe ms or ~ es - 
ea 
ae ae ee: : = 
‘4 seers z bn ee —_ ‘ 
* ; i “4 rT. - . : Pp iy ‘ 
Cia i ii ‘ 
_- 2 pa oe 3 : a F ~ 
, 2a Y ig eect ‘Se 2 a 
> ae a. eo 
as ; eee L's » oe : . pes 
. Sas. : < “- 
ce 
“Ng 
oem 
So eis 
% 
a 
7 
7 ees 7 = . 
a , ee eS: ae ae : ee a ces: 4 J 2) eee bs ae - 
rag yee | I Se Bek Sel 7 a 


ADVERTISER'S WEEKLY 


270 


Mayor at Wolverhampton event: 
Glasgow told of city” . problems 


onerhampien 


When the Wolverhampton Pub- 
licity Club held their first annual 
dinner-dance 

brook, replied to the 

44 olverham on proposed 
by oR Tom Gough, a past- president 
of the Birmingham Publicity Club 

“The Guests,” proposed by Horace 
Braine, vice-chairman of the 


the Mayor, Ald. Mrs. 
i ee ft 
Watson, chairman of the 
Association, replied on behalf of 
Wolverhampton Publicity Club, 


icity Club, and Mrs. Wright, A. H. 
Franklin, chairman of the Leicester 
Publicity Club, and Mrs. Franklin, 
and members of the Birmingham, 
Coventry, Leicester and Nottingham 
Publicity Clubs. 


om 


G. Robinson, president of 
“ Glasgow Chamber of Com- 
merce, warned members of Glasgow 
Publicity Club that the future of 
their city lay in the interest taken 
in its development by the citizens. 

Glasgow was a fine city, he said. 
It had developed on great lines 
during the last 15 years, but there 


Club News 


— still appalling housing condi- 
The problems of street con- 
gestion and spreading the population 
arther and farther from the city 
centre remained. 
aii the citizens pt AR, 
interest in its new i 
and growth he believed _ their 
successors W inherit a “mean 
city.” 


Oxford 
Ad filmlet appeal 


Pa five years ago, firms were 
ing advertising slides made of 
tmp lacked glass on which the 
had been scratched with the 
head of a pin, J. Collins, of Pearl & 
Dean Ltd., told members of the 
Advertising Club of Oxfo 
To- naar ag advertising is a 
powerful selling force, with its own 
attractive, effective way of reaching 


{ b M3 a 


Members of the neice 


(Knighton & Cutts), R. 
, Edwards) and H. aM 


1 included (left to right) W. Par paved 
nell (Hazel, Watson & Viney), R. 


Lowe 
Shackell n (Spicers). Standing is P. Allard (the 
Walter Thompson Co., Ltd.), chairman of the Production "lard he 


the 25,132,500 people 
cinema ‘tickets week y in 2 "England 
Scotland and Wales. 
vertising is a good medium yy 
/ 7 sound + in om are 
shown to ie w are ready to 
be 2° are in a receptive 
, and are comfortably seated. 
By means of filmlets, show- 
room or counter can be 
brought to the public. When only 
a demonstration will sell a product, 
for example, a washing machine or 
a chimney cowl, advertising filmlets 
can demonstrate such products 
better than could be done even in 
the showroom. The appeal of 
— and puppets is obvious, 


Manchester 


Growing concern 


Dy of the Manchester Pub- 

iy Association heard an address 
by J. G. Marshall, of Boots’ Farms 
and Gardens spestqgamt, on “The 
Week-end Gardener 


Aberdeen 
Ten-day poster show 


Li. Publicity Clut of Aberdeen 
recently sponsored an exhibition of 
the po Be + men mi and other designs 


GOLF FIXTURES FOR 1954 


George Newnes Golfing Association 
April 14: Spring Meeting, Mid-Surrey. 
May 22: Newnes v. Amalgamated Press, 

Burchill. 

ay 29: Newnes v. Odhams, Betchworth 
Press Golfing Society 


March 9: Hendon. 
April 6; Gir Emsiey Carr Chaitlenge Cup 


Qualifying), Coombe Hill. 
May 3: Sunningdale 
June 14: (Lord Riddell Trophy), Waiton 


Heath. 
July 19: Nm ae Day and President's 
ay Wentwe 
7 ¢ $ and Friends), Went- 
: Porters Park. 
‘25: Sandy Lodge. 


Popinjays v. Laicham-on-Thames 
Sem: Autumn Meeting. 

Odhams 
May 29; Odhame v. Newnes, Betchworth 


Newspaper and Advertisers’ Golfing 
Soctety 
2-4: Week-end Meeting, Sandwich. 


April 28: Spring Meeting, Burhill. 

June 30; Summer Meeting, Royal Mid- 

Oct. 6: Captain's Day, Gerrards Cross, 
LLP.A. 


April 29: Spring Meeting, Hendon. 
Sept. 16: Autumn Meeting, Wentworth, 


“ , Sandy . 
Annual knock-out competition will 
continue throughout the year. 


New president 


At a meeting of the P 
William G 
president for the year. 


mr 


in the British and London Poster 
Advertisin: Associations’ _Inter- 
national mpetition, The exhibi- 
tion was well patronised duri 1. 
10-day run in the City Art G 

The annual dinner and p—mg "ot 
the Club was held in the Caledonian 
Hotel, when a company of more 
than 100 members and guests was 

esided over William Veitch, 

.P., president the Club. 

The Club was honoured by the 
presence of Lord Provost Graham 
and the La Provost, and the 
guests inclu Ivan Luckin, chair- 
man yaar Development 
Committee, D. C. Gourla re 
of the Min Cia 


Mr. Luckin the 
toast of the Chu on Resiset the 
great assistance whic 
clubs could give to the Adv vertising 
Association in the spheres of public 
relations and investigation. 


Leeds 


Photo-composition 


A full house of members of the 
Publicity Club of Leeds heard 
Cc. L. Boileau, sales and service 


talk was illustra 


are bein ~, + 
— ublishing houses in paper 


Change of speaker 
Drummond 


meeting of the Publicity Club of 
Tecds on February 18. 


Strike hits plastics 
exhibition 
The exhibition of I.C.I. plastics 
in advertising and display due to 
be opened at the Tea Centre, Lower 
Regent Street, London, on Monday, 
has been cancelled owing to the pro- 
tracted strike of electricians em- 


Reved by the exhibition contractors. 
exhibition will, it is hoped, be 
held later in the year. 


Fepruary 11, 1954 


* 
Panel discuss 
best results 
7 . . 
in printing 
Over 60 members of the 
Advertising Production 
Association took part in a dis- 
cussion entitled “ we get—or 
give—the best in printing?” last 
week. A panel of experts repre- 
senting paper, ink, printing and 
process engraving, presented their 
views on how the printed result 
could be improved. They sug- 
gested better methods of presen- 
tation and also passed on hints 


on preparation and selection of 
material for printing. 


Bouquet for ‘ Punch’ 

In a discussion on magazine 
colour —,_* was agreed 
that colow should be 
proofed in position on ail P S 
gressives and that each publica- 
tion should receive a whole set, 
not a segment. 

The method used by Punch 
of supplying the proper paper, 
with colour bars proofed in 
position which have to be 
matched for weight and colour, 
was unanimously approved and 
the hope was expressed that 
many other publiestions would 
follow their lead. 
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Friday, February 12 
Pusucrry Cis 


GLascow JBL CLus 
luncheon, Alex Kennedy Junior 
on “Hong to Rangoon— 
Overland.’ 


Pusuicrry CiLus OF ABERDEEN 
luncheon, Caledonian Hotel, 12.50 


p.m. 

Pusuiciry CLUB OF SHEFFIELD. 
John Harris on “The fun of being 
an artist.” 


Tuesday, February 16 
LarrisH ASSOCIATION OF INDUS- 
Tea. Eprross. Vist wo St. 
Clements Press Lid. 8.30 p.m. 


Reoent Apvertisine Ciup. §. S. 
Wheeler and W Kirby on 
Sponsored Films 6.30 p.m. 


CREATIVE ADVERTISING CIRCLE 
tr. Linton Fletcher on “The 
spoken word in advertising.” 4, 
Whitehall Court. 


6.45 p.m, 
ASSOCIATION OF CIRCULATION 
EXECUTIVES. ker: Charles 
Eade, editor, unday Dispatch. 
it Rooms. I p.m. 


Apvertismso «CLUB OF OXFORD. 
E. Freeman-Keel on “Showcards 
and signs City Restauram. 6.30 
p.m, 

. February 18 

PUBLICITY Cius or Leeps lun- 

cheon Great Hotel. 
= 12.45 p.m. 


TION. Ladies’ night Midland 
Hotel. 
REGENT ADVERTISING Cus. 


Dinner-dance. Shaftesbury Hotel. 
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Film in a flash from Theatre Publicity 


From camera to client in 


the Ferodo film 
H. E. G. Harvey, Ferodo’s P.R.O., 
E. N. Burleton, associate director 
of Armstrong-Warden Lid., and 
J. H. Piperno, Theatre Publicity 
producer. 


Protest on TV 
from stores 


The B.B.C.’s practice of taking 
television cameras into leading 
London stores has been criticised 
by a member of the Cheam 
Chamber of Commerce. 

He described as “unofficial 
commercialism of television” a 
visit of TV cameras to a London 
store during the recent sales, 
when an assistant displayed a 
75s. article and said that it had 
ag genuinely reduced to 

's. 6d. 


It was fairly easy to identify 
the store from t television 
screen. 


A strongly worded protest to 
the B.B.C. is being considered. 


Stores exhibition 


for tablewear 


Beales of Bournemouth is the 
first store to show the Council of 
Industrial Design’s latest touring 
exhibition “Round the Table. 

During 1954 the exhibition 
will visit many towns and cities 
in England, Wales and Scotland, 
displaying modern tableware— 
pottery, glass, cutlery and flat- 
ware—at all prices, in suitable 
furnished settings. It consists 
of six furnished bays containing 
tables laid for various meals. 
In addition, there are two dis- 
play cases containing glassware 
and a central stand of eight 
different “place settings.” 


Counting the cost 


A chart to help estimate or 
check the cost of typesetting 
charges has been devised by 
Vincent Steer, chief typogra 
with Graham and Gillies Ltd. 

He has called it The Lightning 
Estimator. The chart measures 
134 ins. by 94 ins. and divides 
all display setting into eight 
classes. The system of charging 
is based on the square 12 point 
em. It sells at 7s. 6d. 


lans. 
most of the film would 


resentation and speeches 
have to be virtually im- 
promptu. The film library was 
searched for material showing the 
rize-winning Jaguar on the Le 
ans racing circuit. Openi 
and closing titles were designed. 
Early on Wednesday afternoon 
the T.P. production unit installed 
its equipment at the Dorchester 
and commenced shooting close- 
ups of the presentation back- 
ground. At 6 p.m. a _ hand- 
camera was taken into the recep- 
tion to film the celebrities. At 7 
- the T.P. and B.B.C. TV 
ewsreel cameras began filming 
the trophy-award ceremony. At 
Ai mcg necessary re-takes were 


At 10 p.m. the film was rushed 
to the laboratories and on Thurs- 
day morning, at 8.30 a.m., 
“rushes” were screened. Cutting 
and editing began and went on 
well into the night. Commentat- 
ing and dubbing were completed 
during Thursday —-, The 
results were again rushed to the 
labs. and at 9.30 a.m., on Fridey, 
Ferodo saw and approved the 
film—36 hours after shooting 


began. 

By Saturday morning the exhi- 
bition copies had been printed 
and delivered to the Film Trans- 
port Service clearing house for 
delivery to the cinemas. Mean- 
time the TP. distribution 
manager, Bill Annett, had 
secured coverage in 
cities desired and on Sunday 
afternoon the week's exhibition 
began in all cinemas booked. 


A_ hap 
“Manchester City ge AV om at 
In the centre are H. Gelde 


ard, rey} 
editor, standing behind Mrs. 
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group of Manchester weekly newspaper employees of the 
their s dance in the Plaza 


Ballroom. 
rector, and A, R. McCormack, 
‘ormack. 


Ideard and Mrs. McC. 


Revolution in the printing 


industry is forecast 


A “REVOLUTION in the whole printing industry” was 
forecast by F. G. Wallis, a lecturer at the London School 


of Printing and an authority on screen 


in an address 


on “Photography for Screen Printers” to members of the 
Northern Branch of the Display Producers and Screen 
Printers’ Association in Manchester. 


He said that a _ revolution 
would be brought about by such 
things as electronic photo- 
engraving and photo compo- 
sition. “The screen printing trade 
cannot expect not to be affected, 
but I am sure that it will meet 
the situation if it should change, 
for screen printers are — ce. 
Whatever happens in the future, 
I am convinced that the screen 

inter will find his progress 
inked with photography,” he 
forecast. 

Mr. Wallis pointed out that the 
development of photography was 
also the development of photo- 
engraving, for the two were 
closely linked. The invention of 
the half-tone screen and the rapid 
improvement of printed illustra- 


May date for 
Corset Week 


This year’s National Corset 
Week will be held from May 17 
to 22. New display material will 
include a banner 14 in. by 23 in. 
and a showcard, 11 in. by 9 in. 
Both incorporate the National 
Sewing Week symbol. 

The colour scheme is white, 

, black and spring green. 
stickers are being distri- 

buted to manufacturers and 
wholesalers. ; 

Publicity for the event is again 
being handled by Voice and 
Vision 


Ads do NOT offend good taste 


Speaking against a decision to 
provide an illuminated time- 
table in Mersey Square, Stock- 

, Ald A. M. Watson 
(Labour) told Stockport Borough 
Council that the  time-table 
would be surrounded by adver- 
tisements, but they had not been 
told who would get the revenue. 
Were they to give one of their 


best public sites over to adver- 


tising? 

Ald. Watson’s amendment that 
the time-table be refused on the 
grounds of injury to public 
amenities did not find a seconder. 

Cr. L. W. Owen, chairman of 
the planning committee, said he 
could not see how the proposal 
would offend aesthetic taste. 


tion had given a terrific impetus 
to the printing trades. 

The first use of pumcomehy 
in screen printing—the t 

oto-stencil, in fact—was in the 
930s. Its introduction gave a 
tremendous impetus to the in- 
dustry, enabling it to do work 
which was impossible by hand 
and enabling it to compete with, 
and even challenge, existing print 


processes. 

Of the three types of work 
which could be done by photo- 
stencil, line, half-tone and colour 
half-tone, the advantage of line 
stencil was that it was quick, 
precise and avoided tedious 
repetition. It gave a very high 
quality and enabled the printing 
of type matter which d never 
be cut by hand. 

“In fact, the advantages are so 
great and the opportunities so 
vast that I cannot understand 
why a screen printer does not 

his hoto-depart- 

allis. “He 

services of a 

photographer quite frequently. 

so why not own his own depart- 

ment? Small outlay, if not too 

ambitious, is bound to be 
rewarded.” 


Business improving 
says Hulton 


continued improvement in the com- 

y's business, there 

cer to be 

dividend 
capital represented is 
holding of Deferred shares to 5 per 
cent, as a prerequisite to the pay- 
ment of a reasonable dividend on 
the whole of the issued share 
capital. Acsoringyy Be has decided 
to reconvert the erred shares 
into Ordinary shares. Mr. Hulton's 
750,000 Deferred shares of 2s. 6d. 
ap gm By converted into 
a num Ordinary shares 
at 2s. 6d. cach. 
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Spa ae tation of the Ferodo Trophy . 
: eke 4 ie for 1953 to Jaguar cars at the i 
¢ , ae Dorchester Hotel last Wed- gd i, 
4 r nesday. nef 
On the Tuesday afternoon, u 
Neal Harvey, national sales 
manager, Theatre Publicity, E. N. 
Burleton, Armstrong - Warden 
executive handling the Ferodo 
account, and T.P. producer, J. H. 
"a | 
— —_—_———— As a 
centre on the trophy presenta- 
tion only a rough-outline script in 
could be prepared. Coverage of : r 
ae 
Edward Hulton, sha i 
_ _ Hulton Press Ltd, aie notified a 
. ; shareholders that, in view of the 
ee -. 
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Two papers—so 
two ad managers 


Furthering their policy of an 
advertisement manager for each 
newspaper, Kemsicy Newspapers 
announce that separate advertise- 
ment managerships are being created 
for their two Scottish national news- 
papers, the Daily Record and the 
sundae Mail. 

H. Porter, who has hitherto 
held ‘the dual position, will continue 
as advertisement manager in Glas- 
gow of the Daily Record. 

A. Wilkie, the Kemsley Group 
area advertisement representative in 
north-west England, is being pro- 
moted to the t of advertisement 
manager of the Sunday Mail and 
will move to Glasgow early in 
March to take up his new appoint- 

* 7 - 

A. Bruce Clamp has been 
appointed publicity manager to 
Lewis’s departmental store in Glas- 
-~. He started as an assistant in 

ublicity department of the firm 
gr when it oy in 
March, 1936, and rose be 
publicity manager in 1947. He 
served six years with the Royal 
Corps of Signals. 
+ * a 

G. 8. Yuille, a director of Som- 
merville & Milne Lid., has been 
admitted as an Associate of the 
Institute of Incorporated Practi- 
tioners in Advertising. 

Mr. Yuille joined Sommerville & 
Milne in 1946 and was appointed a 
director in 1951. He is in charge 

the account executives section. 


Mrs. Miller leaves P & D 


Mrs. Ingrid Miller has relin- 
quished her position as manager, 
les promotion department, Pearl & 
mn Ltd., advertising film pro- 
ducers, to become an independent 
advertising consultant, with a special 
interest in screen advertising. No 


, - 
 E managing 
monthly Food Trade Tove, 

has been on the editorial staff there 
since his service with Royal 
Signals terminated at the end of the 


war, * * * 
omotion 


Mi red at Ltd. 
manager, red Bir 

Rirmingham, has left for the United 
States. He will take up an sone 
ment there as assistant to > 
Bryson, vice-president of nter- 
national Operations, General Foods 
Corporation, New York. Mr. Buck 
was with Graham & Gillies Ltd. 
from comatetion of his war service 
to 1948 when he joined Young & 
Rubicam as an account executive, 


serving the Bird's account in 
Fe land and Ireland. In October, 

1, he was appointed sales pro- 
ae manager of A. Bird's and 
now he ~ 4 the parent organisation 


in New 
. a 
Oliver Lawson Dick,” formerly 
with Voice & Vision, has been ap- 
inted re manager of Thomas 


warbric lic relations 
Sce Mainly Personal 


consultants. ace 
—page 306.) 

— t 

John L. Street has —_,. a 
advertisement manager of t pen 
Essex Gazette series as from March 
l. He m advertisement 
manager of the Widnes Weekly 
News series for two years and 
before that worked as an advertise- 
ment representative with the Crosby 
Herald. 
i 


E. 5. Robertson, chairman, 
London Express Newspapers Ltd., 
has left for a_ cruising holiday, 
during which he is expected to visit 

th America. He will probably 
be away for about six ween. 

A. G. Savidge has been ap- 

fa director of the British 

od Committee, International 

Commerce, in succes- 

eure. G. Freke, who has retired. 


Joining Leon Goodman 


ane 
manager 


peed, onan sales 


man 4-4 
ewe Ltd is @ My 
erly with the rf omen -¥) 
Grant Advertising and prior to that 
_— manager of the Ad Advertising 
sy wy of India. 
. Foster and A. E. Prince 
a dy joined the Goodman sales 
division. Mr. Foster began 
advertising career with Lever 
Brothers and has handled display, 
exhibitions and demonstrations 


Joseph Rackow 


The death took place in Dublin 
on February 2, at the age of 70, 
of Joseph Rackow, managi 
director of Cinema and Genera 
Publicity Ltd., which he founded 
in Ireland in 1933. His organisa- 
tion controls the advertising 
rights in the majority of cinemas 
in the Irish Republic. 

He was also governing director 
of several other companies, 

Aconnoisseur of paintings, Mr. 
Rackow had a large collection of 
works by leading modern Irish 
artists. He is survived by his 
widow and three sons, one of 
whom, Peter, is a director of 
Cinema and General Publicity. 


S. Saxon 


A. Wilkie 


A. Goldwyn 


General Electric and the Aluminium 

Development Association. 

as Ao = wes fogerty head ¢ 
ckaging i y unit 

Publicity Arts Ltd. 


* * * 


The British Camera Club have 
awarded their silver Challenge Cup 
for the best mini-camera ns Dek, 
graph of the year to Michael 
an advertising man with the hee 
Standard. The eae, call 
“Mother and Son,” which won him 
the award was of his five-year-old 
son and his Berlin-born wife. 


* * * 


Anthony Goldwyn has potas 
Commercial Advertising Service 
Ltd. as an account executive and 
Michael A. 
the agency’s Landes man- 


rsonal assistant to 


© was ovens with the 


Winter Thomas Co., Li 


-Obituaries-—-- 


E. H. Longdon 


Fleet Street has lost one of its 
best known advertising men Geoue 
the death on T of E. ‘ 
Longdon, for 
representative 
— He would have been 70 in 
une. 

Mr. Longden started as a boy 
on the Daily News in 1899 and for 
a time was the youngest advertise- 
ment representative of a national 
newspaper in Fleet Street. For a 
few years he was with the old 
Standard, at that time a morning 
newspaper. : 

After the First World War, in 
which he served in France, 
joined Sir Charles Starmer, and at 
different times represented several 
Westminster Press papers, other than 
the Northern Echo. 


S. Saxon, buyer-account 
executive, been appointed a 
director of so op 4 
Agency Ltd., Leeds. Apart from a 
pas of service in the R.A.F., he 

been with the ency since 
1930, when he joined organisa- 
tion as office junior. 


eee director 


J. Tingay has joined Lucien 
panthasioks Ltd. as director of 
develo t. — Tingay, with 
over years’ experience of letter- 
press, gravure silk screen Ia 
ing allied with publishing an 
vertising, will be remembered 

leet Street friends ead 
larly members of N.A.G.S. and the 
Publicity Club of London). For 
five years during the war he was 
responsible for overseas 
production and admi 
the Ministry of Information. 


—“e 


camber of de aid Pie Fleet ed 


He leaves a widow and a 
R. Highland Longdon, wae b is 
Manchester representative of the 
Westminsier Press group. 

The funeral will be to-morrow 
(Friday) noon at West Norwood 
Crematorium. No flowers or 
mourning by request. 

* * * 


G. F. Church 


The death occurred on Sunday, at 
the age of 66, of George Frederick 
Church, who, Re his retirement 
early in 1951, been with D. J. 
Keymer & Co., my i for 49 years 
and a director since 1951. He was 
a Fellow of the Institute of Incor- 
= ay Practitioners in Advertising. 

¢ leaves a widow and two sons. 


"KENT MESSENGER 


80,- FLEET 


Head Office : 


MAIDSTONE - 
STREET, LONDON, £.C4 
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How’s the 
garage going, Bert ? 


Coming along fine. It will be ready before I take delivery of 
the car. 


I bet you never dreamed when you moved in here that you’d one 
day be running a car! 


Well, I had my dreams, Jack. However, these last few years we 
have been doing very nicely. We have worked hard, mind you, 
me and my two boys. Put in plenty of overtime at the factory, 
and since they made me a foreman — Well, I’m not boasting, 
but between us we earn quite a tidy sum. 


And you're not the only ones on this estate, either. Plenty of 
people are running cars, and there are any number of television sets. 


Yes, it’s a change from the old days. We don’t just window 


shop now. We go in and buy. Which reminds me, my missus 
is after a washing machine next. 


DAILY MIRROR 


ee ae ne al 


aa 


1 


i 
hi 


With the biggest daily net 
sale on earth, the 

DAILY MIRROR offers 
the most powerful 

mass market coverage 

in the history of daily 
newspapers at the lowest 
square inch per 

thousand rate of all 
national dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 


Oe 
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is committee will consist of 
H. R, Davies, Newspaper Society | SS 
director ropeesnntns both N 
~ Sg Daily Newspaper 
me | Sir George Wrisberg 
rthur H. Walker (repre- 
pee Linot type and Machinery 
Ltd.); John C. Shepherd, public 
relations secretary of the British 
Federation 
of Master 
Printers 
(represent- 


rington (re- 


the Counci 


Gil hla (a 

of 
Stonhill and 
Gillis Ltd, 
publishers of Printing og 
and James Moran (editor 
Printing World). Mr. Ss 

nm appointed chairman of 
the ceauiuliion and Sir George 
Wrisberg treasurer. 


A jury 
ted, probably 
we of a typographical expert, 
aie aeotek journalist (not 
cna ed in n r work) and 
pdeamed outa outsider.” Names 
will be announced later. 

The award will probably take 
the form of a bronze plaque 
engraved with the name of the 
successful paper, and held and 
displayed by the winner through- 
out the year. A replica or cer- 
tificate will also awarded 
which will be retained. There 
will also probably be subsidiary 
awards for the best newspapers 
in each class, which have been 
determined, for the resent, as 
(1) weeklies, (2) dailies and (3) 
evenings. 

Entrants will not be able to 
choose any issue of their paper 
for submission as a retrospective 
date will be chosen by ballot. 
It is hoped to hold - first 
presentation function in the 

or 


James Moran 


autumn of 1954—the 
taking place in September 
October. Se ber 30 is the 
most likely closing date. 


Newspaper design has been 


274 


Annual award is announced 
for newspaper design 


FOLLOWING the example of U.S.A. and several of the 
Dominions, Britain is to have a contest for newspaper 
design. An annual award is to be organised by the weekly 
trade journal Printing World and will be presented by 
— and Machinery Ltd. A committee has been 
inted to select an ut ot [oe ry of judges annually. 


Seal fever = 
Pp yout use 
o a trations, ” but the jury 
will be given a fairly free hand 


with regard to their methods of 
choice. 


Every per produced Be 
the United Kinedom will 
eligible and ay | forms will be 


sent out 

Sibiumnain” Plt _ seals in = 
relation to j 

entry and tes mil c 


announced later. 

A number of ideas are being 
considered in relation io the 
award by a special publicity 


committee. 


Tempting the 


consumer 


Batger’s are this week intro- 
ducing a new display tray for 
confectionery and grocery coun- 
ters. Leading Batger confec- 
tionery brands are in half-pound 
and quarter-pound prepacks and 
the tray is designed to “thrust 
them temptingly under the con- 
sumers’ eyes. 

The main panel stands out in 
orange and crimson to match 
Batger’s basic colours and it has 
the familiar silhouette effect. 
The slogan “Sweets ahead of the 
rest” is used in Batger cartoon 
advertisements in the national 


press. 

Basic conception of the tray 
belongs to Batger’s publicity 
Sroertusat, colour design was by 
R. H. Talmadge, and production 
and silk-screening by Astral Arts 
Group. 


Ad and press men 
for IPR dinner 


Plans are well in hand for the 
annual dinner and dance of the 
Institute of Public Relations at the 
Trocadero on Thursday, February 


in addition to the Rt. Hon. 
Harold Macmillan, P.C., M.P. 
Minister of Housing and Local 
Government, guests will include the 
idents of the Newspaper 
ciety, Incorporated Society of 
British Advertisers and the Institute 
of Journalists, together with repre- 
sentatives of the national and trade 
press. 


i ee 3 2 
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body" Docker’ send-off for one of 20,000 Pye Lid. balloons launched by 
ocker 


the roof of 
Docker. 


balloon carried a label bearing a 23-letter anagram, 


erry & Toms. Looking on is Sir Bernard 


and 


the first pA) to send Pye Lid. the correct answer wins a Pye portable 
radio set and a free holiday at a Butlin’s holiday camp. The prizes will be 


awarded on Pye’s “People Are Funny” 


Radio Luxembourg 


1,500 expected to spend a million 


at Leather 


successful was last year’s 
4. Goods Industries Fair, 
the first, that it has been in- 
creased in size. 

Although another floor of the 
Kensington Palace Hotel has 
been taken for showrooms, so 
great was the demand for — 
that the sponsors had to ho 
ballot to allocate the available 
space, There are thus 162 exhi- 
bitors against last year’s 134, 

At last year’s experimental 
Fair, more than £1 million worth 
of business was done. 

Over 1,500 buyers from home 
and overseas are expected this 


year. 

There will be a — reception 
from 11 a.m. on Monday, Feb- 
ruary 15. The press officer is, as 
last year, Tony Horstead. 

The exhibits are the latest 
products of all the leading 
manufacturers and consist wholly 
ad made-up leather goods, hand- 

travel goods, fitted cases 
personal ge goods. 
eneneed the National 
Leather Goode and Saddlery 
Manufacturers’ Association Inc., 
the Fair is organised by Leather- 
goods, ‘the organ of the trade, 
7 ee by W. B. Tattersall 
td. 


ADS ACROSS THE SEA 


If commercial television was 
not permitted in Britain, trans- 
missions would be made here 
from some other country, said 
S. T. Jones at the annual meet- 
ing of Bradford and District 
Chamber of Trade. America, he 
said, was even prepared to intro- 
duce ‘ a aeroplanes” which 


would sen programmes to 
Britain. 


Goods Fair 


Messages bubble 
in this display 


; 
z 
t 


PR an ‘essential 


to business’ 


Bristol members of the Incor- 
porated Sales Managers’ Associa- 
tion were told by Noel 
Newsome (Harry Ferguson Ltd.), 
that public relations is an essen- 
tial part of business to-day. 

He said the need for public 
relations, publicity, and sales- 
manship is greater now than ever 
before because of the heavily 
increased pressure of foreign 
competition. 


or products please 
the buyer, the + - - of the pub- 
licity man is more than half 


He u ‘the creation of 
demand, followed a high 
volume p conse- 


ABC. Figures 
Jan. to June 1953 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP ‘= tic: nes 
65,321 


London Representative: 
69 Fleet Street, £.C.4 
Representative: 


Northern ARNOLD 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 
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Show 


the world 


what 
you have 


to sell 
in 


Pat 
ot ee semen we Bam 


tx ys) e 
=e "Guna Penateaes 


oe ol ee 


LIFE INTERNATIONAL Editions are a unique advertising medium 
for showing the world what you have to sell. 

Every fortnight, the English-language edition of LIFE «nrer- 
NATIONAL goes to more than 120 countries outside the U.S, and 
Canada. A Spanish-language edition circulates in the Republics 
of Latin America. 

73% of the men and women who read these editions are in 
the upper income groups. A large proportion of them are also 
in positions to influence the buying of business, industry and 
government. 

Only in LIFE inrernationar Editions can you reach so many 
top-of-the-market readers in so many parts of the world. There 
is a place in the large, beautifully printed pages of these editions 
for the advertisements of your company. The Advertisement 
Manager will be pleased to send you further information. 


LIFE INTERNATIONAL — average net paid 
Geomation 250,000 - 300,000 copies in 
i h, circulating in 120 countries out- 
side North America. 

LIFE EN ESPANOL —averaze net paid circu- 


lation 200,000 - 250,000 copies in Spanish, 
circulating in Central and South America. 


These are the INTERNATIONAL EDITIONS 
of LIFE. of onan 500 0D a combined 
circulation over copies every 
fortnight. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON Wi 
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ADIO and television advertisin 


276 


‘Audience flow’ a factor in 
buying time on TV 


AMERICAN GUIDE TO THE NEW MEDIUM 


during its comparatively brief 


history has been found adaptable to almost every conceivable 


consumer product and selling plan. 
ence in America, is expressed in the new 


This =, on experi- 
i 


tion of Introduction to 


Advertising published by McGraw-Hill Publishing Company (£2). 


This book, by Arthur Judson 
Brewster, Herbert Hall Palmer 
and Robert G. Ingraham, has 
been a well-known commentary 
since 1931. The fifth edition 
appeared in 1947, since when 
trem chan have been 
wrought in the American 
economy and advertising there 
has adapted itself to meet them. 

Since then television has “sky- 
rocketed into a commanding 
place in the advertising field” in 
America, and its development is 
analysed in the new edition. 


Technical use 


Even goods and services sold 
to businessmen for use in their 
own production activities, and 
technical products like trucks and 
machinery have been effectiv 
adverti over the air, it is 
stated. New advertisers are 
using radio and television con- 
stantly. Both mediums are so 
new that there are few well 
established precedents to guide 
the inexperienced, and for some 
time to come the authors con- 

be a certain 
and error 


hey state: “In spite of the 
newness of advertising over the 
air, a tremendous amount of 
intelligent study has been applied 
to it oe able rescarch organisa- 
tions, with a resultant accumula- 
tion of data that is enabling 
to-day’s user to avoid pitfalls 
and proceed with far more assur- 
ance than did his predecessors. 


‘Lot to offer’ 


“Radio and television, giants 
that they have become among 
mediums, are by no means the 
answer to all advertising prob- 
lems. But they have shown that 
they have a lot to ‘offer, and 
more yet to be discovered, when 
used intelligently and purpose- 
fully and not overl id with 
an unreasonable share of the 
selling task.” 

Considerable attention is paid 
to the various forms of “audi- 
ence measurement,”” An import- 
ant factor in audience study these 
days is > ee “audience 
flow”—whi relates to 


source of audience and its disper- 
sion at the end of the pro- 
mme. 

Listeners and viewers in appre- 
ciable numbers may be inherited 
or “flow” from a preceding pro- 
gramme on the same station, and 
subsequently may flow to the 
next programme. This is con- 
sidered to be an important factor 
in time buying. 

he new edition notes: 
“Advertisers have learned that 
‘merchandising the programme,’ 
often with the help of the local 
stations and the network, is 
important to the success of a 

io or television campaign. 

“Among the merchandising 
services rendered by stations, the 
most widespread are letters to the 
trade in the station’s territory; 
courtesy pre-announcements be- 
fore or after other programmes; 
ane > newspapers; dis- 
on in lers’ windows; pub- 
icity in the newspaper radio- 
television column; attendance at 
meetings of salesmen; advertising 
in streetcars, buses and other 
transportation vehicles; studio 
and lobby displays; articles in 
house organs; bulletin-board 
announcements in factories; 
envelope stuffers and other forms 
of direct advertising; su tions 
to dealers that they install loud- 
speakers and invite their cus- 
tomers to listen to radio pro- 
grammes in their stores; and 
offers of free tickets to studios 
or theatres to witness the actual 
performance of programmes.” 


These showcards will be distributed 

for Father's Day to be held on 

Saturday, June 19. Two sizes have 

been produced by the organisers, 

the Father's Day Association 

The colour scheme is red and 
turquoise. 


Ad control 
protest 


Local authorities in Middlesex 
are protesting against the action 
of their County Council in taking 
away their right to control ad- 
vertisements in bus shelters and 
on litter bins. 

Such advertisements have been 
classed as “excepted applica- 
tions,” which means they must 
automatically be decided by the 
County Council. 

The protest is being made by 
the Borough and District Coun- 
cils’ Association. They take the 
view that the local authorities 
are competent to control 
matter themselves. 


Mighty Middlesex 

Population of Middlesex in 
1951 was 2,269,315, an increase 
of more than a third on the 1931 
figure, reports the 1951 Census 
County Report. 


When to apply a ‘colour bar’ to 


direct mail 


A tinted paper—‘but only a 
really good tint”—is a remark- 
able aid to some types of special- 
ist direct mail advertising, Horace 
Martin, a paper consultant of 
Spicers Ltd., told a tea-time meet- 
~ of the British Direct Mail 
Advertising Association last 
week. 

He mentioned the British 
European Airways light azure 
blue notepaper as a particularly 
successful example, and suggested 


Creators of 


DESIGN -PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


that other specialist firms might 
find a tint of some use in direct 
mail. 

Mr. Martin was one of a panel 
of three experts who answered 
members’ questions on “Direct 
Mail: the Creative Aspect.” The 
others were Miss A. Gillard, of 
the Monotype Corporation Ltd., 
who deputised for the Corpora- 
tion’s publicity manager, Mrs. 
Beatrice Ward, indisposed, and 
J. W. W. Cassels, a direct mail 
advertising consultant. The 
chairman was R. E. Williams, 
publicity manager of Punch. 


Signs of the 


times... 


Business firms seeking to put 
up advertisement hoardings in St. 
Marylebone are “jumping the 
un” by putting up the signs 

ore ission is granted, the 
Borough Council has been told. 

In a protest, Ald. George 
Elmer described their behaviour 
as “an insult to the Council.” 
Five applicants at the last sub- 
committee meeting had already 
put their signs into position, he 
stated. 

“If that is the type of opera- 
tion that these sign manufac- 
turers undertake for their clients 

am wondering whether the 
time will not have to come when 
we say “We are not agreeing to 
that sign. It will have to come 
down’,” he said. 


Fired with 


enthusiasm 


A handbook on the history 
and development of the London 
Fire Brigade has been prepared 
for the L.C.C. by the Vernon 
Publishing Co. of Leeds. It 
was prepared on the company’s 
—- free of charge to the 


advertisements, 

brigade apparatus, and it is these 
advertisements which have 
covered the entire costs of the 
production of the bookiet. 


TALKING ADS 

Magazine advertisements that 
actually talk will introduce the 
spring sales drive of the Fedders- 
Quigan Corporation, Buffalo, 
Printer’s Ink reports. 

Inserts of gramophone records 
can be torn out and played. 


Walkers 


(Showcards) Ltd 


: 
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He is one of our Account Executives—and when you discuss your 
exhibition and display problems with him you know that he represents 
the best brains in the industry. Behind him are the largest resources 
and the most comprehensive service in this country devoted to three- 
dimensional publicity. You have seen the exhibition stands and 
displays we make—they are everywhere. You have heard of our 
Ivelpak units and the Personal Plan scheme—both designed to meet 
present-day needs. Our Account Executive can be of help to you if 
you give him the opportunity to study your problems. Will you come 
to our factory in Shepherds Bush Green and see our facilities—or would 
you prefer hin to call on you ? 


CiTY BDISPLAY GRGAWISATION 
50 UXBRIDGE ROAD, LONDON, W.12. SHE 128! 
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COMMENT 


PRAISE INDEED 


It is good to have a friend of 
advertising “at court.” Mr. 
Maudling, at the Treasury, fre- 
quently demonstrates his faith 
in the applied art of selling. 

In addition to his stressing of 
the importance of our business 


in the home market, he does 
not hesitate to praise marketing 
abroad. 


id to advertising BY 
tRNMENT SPOKES- 
. We make no apologies 


What a grand story for adver- 
tising! 


of another Government 


eo one this day, 
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Posters under fire—from 
the ‘other side’ 


E Editor of ADVERTISER'S 
Week.y has asked me to 
set down my impressions of the 
advertising industry after a 
year on the space sales and 
contracting side of the fence. 
It is certainly a change, after 
seven years spent in publicising 
one organisation, to be hand- 
ling at the receiving end every- 
body else’s publicity. But it is 
not my first trip this side. | 
was selling press space in the 
provinces some 25 years ago. 
This first year as commercial 
advertisement officer of —- 
Transport has been ex er ral. 
busy, what with taking over ra 
areas previously managed 
by contractors and the conse- 
quential reorganisation to pro- 
vide for handling advertising 
spaces on British Transport 
vehicles and prope perties rom 
Land’s End to John o’ Groat’s. 

My first and deepest impres- 
sion, and one which I am grate- 
ful for the opportunity to record, 
is of the warmth and friendliness 
of the reception accorded me by 
all my new acquaintances in the 
industry. It has been a most 
heart-warming experience. 

Next, I think that outdoor 
advertising might be more public 
relations-minded. During the year 
I have heard too many times the 
terms “poster advertising” and 
“reminder advertising” used 
almost synonymously. Surely 
posters can stand up for them- 
selves? British Transport 
vehicles, for example, have been 
employed for launching products, 
now nationally known, without 
the use, previously or concur- 
rently, of other media. 

Then, it would seem that the 
aspect of the industry represented 
by roadside posters and exterior 
spaces on buses has fewer 
audience statistics to offer buyers 
than some other media, although 
this does not prevent these spaces 
from being among the most 
peruse. Some pioneer research 

s been carried out, notably by 
British Transport with 
London and Bristol Surveys in- 
spired by my chief, J. H. Brebner, 
and by certain individual 
agencies and contractors. 

But there is still a deal 
more which we could usefully 
know about the poster audience. 
It may be that the industry as 


a whole—as distinct from in- 
dividual firms on its behalf— 
could well consider undertaki 
further research, through one 
its representative bodies, on an 
eclectic basis. 
About poster One media 
director recently discussed with 
me, quite seriously, what he 
termed “the difficulty of suiting 


governor of the Bromley College 
of Art I know that the art 
schools are turning out imagina- 
tive young artists of quality and 
promise. What 7 ne to them 
and their work? art 
directors, judging by om have 
met and among whom I number 
personal friends, I imagine to be, 
as a group, men of taste, know- 
ledge and discernment. How is 
it, then, that the art work on 
many posters is so questionable 
on grounds both taste and 
technique? It can hardly be for 

lack of compe- 


GUEST COLUMN 
by 


GEORGE 
DODSON-WELLS, 

'( M.B.E. 
Commercial advertisement 
officer, British Transport 

Commission. 


tent artists. 

My views on 
other media? 
C o mpetitors 
compliment us 
in their choice 
of medium for 
their own ad- 
vertising. After 


example, 

carry on British 
Transport sites 
five national] 
daily news- 


to the ter the long copy pro- 
iF exelent medium.” - Is 

long copy really necessary? I 
would have thought that most 
advertising messages could have 
been brought effectively within 
the compass of a poster. The 
big stores, who are among our 
regular clients, are particularly 
good at it and they get results. 
From copy to art work. Asa 


® The trade unions are to be 
asked to finance a new 
Labour weekly journal to be 
run on competitive lines. 

® The Association of Health 
and Pieasure Resorts is to 
protest against Government 
restrictions on the amounts 
towns are permitted to spend 
on advertising. Support of 
the Newspaper Proprietors’ 
Association is to be sought 
in a campaign to achieve 
equality with foreign resorts 


papers, all the 
London evenings, a variety of 
national and provincial Sunday 
and dailies and scores, if not 
hundreds, of weeklies and maga- 
zines. 

What of the future? We 
are already developing British 
Transport sites in new ways 
will shortly be introducing new 
advertising features, and 
opportunities. 


using large spaces in British 
newspapers. 

®A revised Eat More Fruit 
campaign is a step nearer. 
Representatives are now 
discussing ways and means 
of raising £10,000 to finance 
a pilot scheme. 

® A trade fair for newsagents, 
stationers and booksellers is 
being planned for next year. | 

® Following the stagnation of 
sales in the late autumn and 
early winter, the clothing 
industry is considering the 
greater use of publicity to 
avoid shallow periods this 


year. 
ROUND TABLE 


. allied to the West Country 


sristo. EVENING POST 


with more than 133,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL. 


Lendon Office: 85 FLEET STREET, E.C4 
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Is this the Mr Smith you want? 


If you sell goods or services of high quality how do you find your 
market ? Here, for instance, is a Mr. Smith. Is he a potential customer of 
yours ? Almost certainly. You'll notice he’s reading The Listener ; so 
he’s well educated and probably well-to-do. His choice of reading reflects 
an interest in all the good things of life. And it’s a lively interest, 

for Mr. Smith and thousands of men and women like him have always 
responded well to advertisements in The Listener for first-class goods 

and services. Put your story to Mr. Smith by advertising in The Listener. 


Average weekly net sales, Jan. —June 1953, 136,407 The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, 35 Marylebone High Street, London, W.1. 
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How film publicity 


ean counter TV 


The advent of television has powerfully hit sport and cinema 
attendances in the United States. It has also had a serious effect 
the film industry in this country. How intelligent and well- 
pe publicity can increase audience numbers is indicated in 


ITH television a serious 

competitor film adver- 
tisers must think more than 
ever in terms of new formats. 
This may be the time to get 
away from the traditional type 
of advertising. There are many 
television shows which psycho- 
logically suggest the same sub- 
ject matter as pictures. Film 
advertising and promotion 
should, therefore, always sug- 
gest there is much more to any 
film than there is to any 
television show. 

It is my belief that the adver- 
tising and exploitation of films 
plays a vital part in the financial 
planning of many pictures. As 
an example, a scene may well be 
put into a — costing 
$100,000, and that scene may 


well be one on which a whole 
advertising campaign is based. 


Economies are dangers 


There is a constant cry for 
economy in production but as 
regards the exploitation angles 
injected into a picture, such 
economies are extremely danger- 
ous because the exploitation and 
advertising of a picture is part 
- - financing and budgeting 
or it, 

Never before has there been 
so much justification for opti- 
mism but ours, being a dynamic 
business, is sensitive to the 
public’s whims and caprices. It 
is the job of film advertisers to 
learn how to condition the public 
to the fact that the industry 
aims to provide the type of enter- 
tainment that can be enjoyed in 
no other medium. This places 
a tremendous responsibility on 
the advertising fraternity. 

First of all a keen sense of 
analysis of our merchandise must 
be developed. There is no film 
that does not have selling 
content. Film advertising in 
general fails to evoke in the 


this shortened version of a 
talk recently given by 
ALFRED E. DAFF, 
ident of Universal- 
nternational Films Inc., to 
the Associated Motion Pic- 
ture Advertisers’ School. 


that is 
contained in the 


public the excitement 
inherently 
pictures. 


Understand the cost 


The first obligation of film 
advertising men is to understand 
that each picture represents a tre- 
mendous investment of money, 
talent and time. Secondly, they 
must realise that there should be 
no limit to the amount of 
energy and talent demanded in 
the marketing of these pictures. 
Thirdly, they must be aware that 
they are not critics but sales- 
men, and that it is not their job 
to say that any given picture will 
not received well by the 
public. 

They must start with the 
theory that every picture has an 
audience, and that it was made 
for this reason. 

In the old days we frequently 
used the “see” type of advertising 
to get over the fact that there 
was so much to see in a par- 
ticular motion picture. I have 
no doubt that we can bring this 
type of advertising up to date to 
complement the theory that only 
in motion pictures do you get a 
big show. 

Then again, knowing that 
women are a decisive factor in 
our patronage, I wonder if we 
should not direct more of our 
publicity and advertising to the 
woman. It is not my intention 
to go into. the Kinsey Report, 
but one point was brought out in 
this volume about women in 
motion pictures. It seems that 
women do have a different dream 
world than men and, therefore, 
emotionally they react to films 
differently than men do. If this 
is so, and I have no reason to 


This attractive 
quad crown poster 
is now being used 
by Ealing Studios 
to publicise their 
film “The Love 
Lottery.” Designed 
by Brian Robb, the 
oe ed has been 
ithographed in 
seven colours by 
Graphic _Repro- 
ductions Ltd. A 
double crown ad- 
vance poster is in 
four colours. 


doubt it, then we certainly 
should make our advertising 
more attractive to the potential 
female customer. 

This leads me to a sociological 
point. I think that too much of 
our advertising, publicity and 
promotion is done without an 
awareness of what is going on 
in the country, particularly in 
various sections. I feel strongly 
that we have now reached a 
point where there is no such 


Board of Trade report 


Three-quarters of the drop in 
cinema attendances een 1950- 
52 was due to TV according to 
a survey by two members of the 
BOT Statistical Department. 


thing as a common denominator 
in the selling of motion pictures. 
ialised advertising for par- 
ticular localities is a very g 
idea. Such a procedure is only 
a fra nt of the reappraisal 
that should be done in connec- 
tion with our techniques. 

Some three years ago, Uni- 
versal conducted a private, 
although spotty, survey to ask 
two questions—members of our 
organisation were to approach 
people, outside the industry, and 
ask—did they ever read the film 
advertisements in the daily 
papers and if the answer was yes 
—how often? I would not, for 
a moment, suggest cutting down 
on newspaper advertising, but I 
would suggest a more intelligent 
use of it. 

We deal in so many clichés. 
I think a lot of these could be 
eliminated if we lost some of 
our inhibitions and said to our- 
selves before writing or planning 
advertising: Can make this 
advertisement as interesting as 
the picture? 

In the final analysis the public 
likes information and that is 
sometimes lacking in our adver- 
tising and publicity. But most 
important is for advertising 
people to understand what is 
news value—whether it be in an 
advertisement, a story, or a 
stunt. 

I am distinctly opposed to too 
much dignity in advertising. 


Fepruary 11, 1954 


An example of enterprise in 
advertising a film. This display 
was arranged at the Grand 
Cinema, Banbury, in co-oper- 
ation with Northern Aluminium 
Co., Ltd., suppliers of the extru- 
sions from which the Everest 
expedition's ladder was made by 
Lyte Ladders Ltd. 


Dignity very often lacks “sock,” 
and we are bound to give all of 
our advertising and exploitation 
an impact that will register on al! 
it reaches. 

The following points should 
be given very serious considera- 
tion in my opinion: 

@To advertise intelligently 
one must learn to think 
intelligently. 

® Everyone entrusted with the 
selling of pictures should be 
instructed in the manner of 
its distribution and in the 
way it fits into the com- 
pany's programme. 

® The day has arrived when 
the advertising crafts should 
be instructed in industry 
matters and policy. No one 
company lives alone. 

@ There should be frequent 
industry selling clinics, where 
the biood of new ideas may 
be injected. 


Wrongly aimed allegations 
A national economic com- 
mittee reported that it was 
opposed to advertising on the 
following grounds : 
® Advertising expenditures in 
many fields were exorbitant. 
® Advertising does not give the 
ar the information 
¢ wants to know. 
® it should be purely factual. 
® Advertising stresses non- 
essential or imaginary 
differences. 
® National advertisers have 
got a stranglehold on the 
press and other means of 
disseminating information. 
I do not believe that these 
allegations apply to the film 
industry, but let us protect our- 
selves from such statements by 
nting our product with 
esty, because the public is 
never wrong and they will very 
quickly find out if you are 
wrong in “yout advertising. 
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The farming paper that is 
setting the pace takes 


ae 
‘ 
ro 
Completely remodelled . . . more convenient ean: 
page size . . . new 4-column format . . . more ue 
pages, more pictures ... new features... new 
ideas . . . better printing on better paper 
March Ist Dairy Farmer will cope } I a vigorous, will be printed on qt pal with better pictures, more 
Owe. minute, down-to-earth to help pages, new features, es, mave down-on-the-farm 
ar dairy farmer, large or small, es beat— articles and an ~~ Ry — second-to-none in 
the toug' me they now have to face in a free farming world. 
economy. NEW Dairy Farmer will be more than a Guaranteed minimum circulation for the first issue will 
paper. It Mil give readers more practical information, be 60,000, but the page rate for advertisements will remain 
more guidance, more personal help than has ever before unchanged for the moment at £70 per = (£90, faci 
been attempted. We believe it will become the most matter) and pro tata. The slightly smal size wi 
ypular farming paper in this country. We believe it will be more than offset by considerably higher Gouden. 
be the paper ‘that every dairy farmer and every herdsman Dairy Farmer has achieved its present circulation, 
will regularly read from cover to cover. reputation and influence on merit, ublicity and sales 
Smaller and more convenient in size, with a new, more promotion have played little part in cm this paper 
readable, four-column format, the NEW Dairy Farmer where it is. Now it starts its first real circulation drive. 
Minimum 
ie 
CIRCULATION | 
The introduction of this NEW Dairy Farmer 
is only part of our plan to increase the influence 
and circulation of Britain’s best and brightest 
farming paper. Large-scale press advertising and 
direct mail publicity will be used to introduce 
the new paper to all dairy farmers and herdsmen eS 
throughout the country. ie 
od 
A 


4 
BOOK YOUR SPACE EARLY—BETTER STILL BOOK NOW 
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Review of Advertising 


Those new folks 


at home 


iv IS always interesting and 
often puzzling to see an 
advertiser make a complete 
departure from a kind of ad- 
vertising that has appeared to 
stand him in good stead for 
several years, particularly if 
one has a client in the same 
market. Is the change due to 
a client’s whim, or has he dis- 
covered something new about 
the market? Does it serene 
a change in his who - 
chandising strategy? Above 
all, do the advertisements seem 
likely to interest and convince 
more readers than before? 
Last year’s campaign for we 
logg’s m Flakes seemed 
have a pretty convincing oor 
about ‘the nourishment or energy 


‘She's « lucky girl’ 


“Ven pind ery aden’. martying 

Mo. Jac keon,' said my old friend, 
behied the your taophe 
he knows how to cro 

‘You wxy that es if a wore, 6 ita! 1 said, 


rk > | 
‘For one * 


‘So wi the eakt, ‘My hesband « 
wore tath hice clothes - your futher ni - 
them. And it was 4 constant pleasure to - 
‘o eee the impression be made when he 
came jaw «4 roam full of people, When 1 
\oaroed that this bey pot bin suite from 
Jacksons, | was es ay Jean's sake.’ 
Rn~. 7 he ng plays & Woman's 
w pent ws ey other peuple 
| How, dashed whe feck when he 
pone Wing Toy ml The only sort of 
wait worth heaving & one thet makes your 
wife's face light up every tune yp NT 
W you've hot gol tiog ~ happy 
o to he coming to 
‘O-pmee met fo aeenat we C240, £9.90, 
olen end as de tune &» you tke, We aho 
have @ complete ready to wear sorviee 


TNEKSON 


FORD Gw.12 i 


With great skill the co, 
for Jackson the tailor 


ory and 
the changes on an old story 

has well to com- 
bine simplicity with sincerity. 


But does the ey ar jes 


iter 


By COPYTASTER 


in a bowl of Kellogg's Com 

Flak ee ¥ - cane 
a " with a 

deal of in serious vein. 

The ore appeal, I think, was 

along the same lines as this ad- 


But the style was very earnest, 
with photographs or very realis- 
tic So of people at work, 

— persuasive copy telling 
e ates story about food values 
to support its claims. 

This new advertisement 
indeed a new rture. The 
big humorous sketches will catch 
the attention and the interest of 
many readers, you can be sure, 
and the “before and after” ap- 
proach is one of advertisin 
oldest and most trusted form 
Many a _ promoter of hair 
restorer, body-building or fat- 
reducing courses, and remedies 
for anything from asthma and 
arthritis to rheumatism and uric 
acid has made a fortune with it. 

There is no logical reason for 
imagining that the formula will 
not be equally successful here, 
but instinctively I mistrust this 
particular use of it, and I think 


But that is is only a beginning. 
Look at the len 

struction of this 
like 


who 


and con- 
rst sentence 
with its relative clauses inside 
Chinese 


| know what's 
for them always start the 


(Oe nye pe tnty wee mh elt oh alti, . 
~ 2 


IT'S READY-TO-EAT! 


The big humorous sketches for the new Kellogg's Corn Flakes 
advertisements will certainly catch the attention and interest of many 


readers. But will they read all the copy? 


Moreover, Copytaster 


seriously questions the use of the word “folks.” 


day with a proper breakfast 

that includes a bowlful of 

Kellogg's wonderful golden 

“Corn Flakes which help to 

provide the energy you need 

to keep you going.” 

This is a very meaty sentence 
indeed, and in some ways it re- 
minds me of the long last 
sentence of the House that Jack 
Built : — 

“These are the corn flakes all 
golden and wonderful that are 
made by Kellogg’s to fill the 
bowl that completes the break- 
fast that provides the energy 
that’s needed to keep folks going 
ees know what's good for 

em.” 


Tangle of clauses 


To us this first sentence is 
clear enough, but its intermin- 
able length will seriously alarm 
and discourage a great many 
people, while its tangle of new 
clauses will so harass and con- 
fuse them that if ever they reach 
the end they will have forgotten 
the beginning. 

To have simplified it by 
making three or even four short 
sentences would not have been 
difficult, and it would have 
meant adding no more - 10 


sentence is yet more tedious than 
the first, but this is a peccadillo 
compared with the astonishing 
statement in it that: “ 
school-kid 


chief, and the execu 

client believe that 

kid knows all that, I 

remind them of the 

went up to the Duke of W 
and 


that, Sir,” growled the Duke, 
“you can jeve anything.” 

Quite apart from truth 
advertising and all that, I am 
quite unable to imagine what 
anybody in his right mind can 
hope to gain by such wild and 
irresponsible exaggeration. Far 
from making the advertisement 
any stronger it removes the last 
trace of credibility and persua- 
sion. 


Absent absenteeism 


Looking again at the draw- 
ings, I marvel at the complete 
freedom of this school class 
from a teeism, even in the 
bad old days when it had never 
learnt about Kellogg’s. I notice, 
too, that even the flowers on the 
window-sill have perked u up like 
the picture on a ket ferti 
liser, thanks to Kellogg’s. 

* * * 


EVER SINCE I began my career 
by writing a monthly article of 
3,000 words on men’s fashions 


dvertising, 
I've never written better copy for 
it than some of the advertise- 
ments I have seen for Jackson 
the tailor. 

Based on the Barratt Shoe or 
Mr. Drage formula, the adver- 
tisements have nearly all con- 
sisted mainly of a talk by Mr. 
Jackson on the desirability of 
dressing well rather than a more 
direct story about a 
garments or about the adver- 
tiser’s service. With great skill 
the co r has rung the 
changes on an old story, and has 
mana to combine admirable 
simplicity with sincerity. is 
all 4 easy, this kind of 
copy, oad a foot over the 
Fad between sincerity 
and sentimentality.) 

A correspondent believes that 
this new Jackson effort from The 
Star, London, does indeed go 
beyond the mark, and I think I 

why. The Jackson adver- 


@ ‘Continued on page 284 
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abrupt change from ow pic- in London for an American 
ON tures to serious cop partly magazine I have been haunted 
| from the strangely Fall and 
a _ discouraging style of the copy 
i | itself. 
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| | A bad beginning 
} | 
| | The first sentence begins on In my opinion this would 
| the wrong foot with the extra- have been worth while. 
| ordinary word “Folks” and I The second and even longer 
should be interested to hear the 
writer's defence of it. For all I 
i | know there may be people in 
BS benighted corners of the coun- 
fot —s even corny comedians, 
ay. speak of their fellow winter Kellogg’s Com Flakes 
creatures as oe oe sounds will give you warmth because 
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Stuarts do good advertising — 


are responsible for many lively, 


Come and see how we work 
Telephone Mayfair 9255 and ask for 


the Managing Director 
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J . 
successful campaigns 
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STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W1 


Among our clients: 
ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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"COCO 


‘comforts and satisfies 


s > 
ia 
ater 


ROTAIRS 


are used by leading manufacturers 

throughout the world. For work- 

ing samples write or telephone : 

The Information Dept., The Miles 
Griffin Co. Ltd. 


aly 
THE MILES GRIFFIN COMPANY LIMITED 
4, SEATON PLACE, HAMPSTEAD ROAD, LONDON, N.W.|!. EUSTON 3941 
United Kingdom Manufacturing Patent 700429 and patented in all leading countries. 
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© REVIEW OF ADVERTISING -continued 


tisements have been appearing 
for years in provincial news- 
papers. Readers have seen many 
; they must regard the 
Mr. Jackson of the copy as a 
familiar friend, and ey are 
comparatively uncritical. But he 
is new to my correspondent, and 
I can well imagine that to some- 
body reading a Jackson adver- 
tisement for the first time some 
of the sentiments will indeed 
seem naive, far-fetched and even 
embarrassing. 


Uncritical readers 


See what you think—and re- 
member, always, that no adver- 
tising man can read copy so 
uncritically as the man in the 
street : 


SHE'S A LUCKY GIRL 

“I'm glad my daughter's 
marrying that boy, Mr. 
Jackson,” said my old friend 
as the door closed behind the 
young people. “For one 
thing, he knows how to dress.” 
“You say that as if it were 
a virtue,” I said, smiling. “So 
it is,” she said. “My husband 
always wore such nice clothes 
—your father made them. And 
it was a constant pleasure to 
me to see the impression he 
made when he came into a 
room full of people. When I 
learned that this boy got his 
suits from Jackson’s, I was 
delighted for Jean’s sake.” 

What a big part it plays in 
a woman’s happiness to have 
a husband that other oe 
admire! How dash she 
feels when he doesn’t cut a 
good figure. The only sort of 
suit worth having is one that 
makes your wife’s face light 
up every time you put it on. 
If you're not getting that 
happy look, you ought to be 
coming to us. 

Two-piece suits to measure 
£8 8s., £9 9s. and £10 10s. and 


as de luxe as you like. We 
also have a complete ready-to- 
wear service. 


Wives aimed at 
Does it make you squirm a 
little? Then perhaps you are 


not the type it’s aimi 
type, by the way, that includes 
a great many wives. Jackson 
is one of the first, I fancy, 
though he certainly won't be the 
last to think very hard about 
the fact that roughly half the 
men who come into multiple 
tailors’ shops for ready-made 
clothes are accompanied by a 
woman. 

My own opinion is that this 
particular as | is, very slightly, 
overwritten. © man and very 
few women are going to believe 
for an instant in a suit that 
makes a wife’s face light up 
every time he puts it on. Apart 
from t—and remembering 
that this is just one of a very 
long series—I think it is very 
powerful copy indeed, and I 
happen to know that it is 
extremely difficult to write. 

a oe * 

FINALLY, FOR amusement only, 
here is the copy from an adver- 
tisement of the District Bank. 

MR, JINGLE COMES BACK 
Dashed into Bank—awful 
hurry — wanted money — 

Christmas shopping—told no 

sovereigns — couldn’t believe 

it—gave me paper—flick of 
the fingers—just 

there it was—exactly t— 

not one over—marvellous 

speed—off to shops—paid with 
notes—no trouble at all—Bank 
was right—as good as gold— 
what a world — everything 
changed—only Christmas the 
same—{Dickens would be glad 
of that). 

DISTRICT BANK LIMITED 

As good as gold, they say. 
And not even on April Fool’s 
Day! 


HEMISTS have freely asked for and displayed these Diuromil 
sales aids and reports of increased sales have reached Smiths’ 
Advertising Agency Ltd. The material was designed for dual purpose 
use—for full or part window display, or individual pieces for counter 
showing. Showcards have been produced in two sizes, in conjunction 
with crowners to fit over the top of both size cartons. 
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INTRODUCING... tT Te 


€ [pie 


o 
a new live outdoor advertising medium 
: Ea 
Screen Sites 


rae asad = 


e 
i, 
The latest and finest form of outdoor film publicity — 
. le 
+ Big $ Ads. For the first time in the world screen srres have adapted rear- . 
4 projection, with certain exclusive modifications, for use in . 
in colour or B & W advertising. Large screens, about 6 ft. x 8 ft., prominently placed 
‘ and easily viewed from the street even in full daylight, 
x F rom Films, Fiimlets or Slides will show advertisers’ announcements in monotone or full colour 
—moving or still—5o0 times a day and seven days a week. 
x 50 shows a day— Films or Filmlets produced for normal cinema showing can be 
7 days a week used for outdoor screening on scREEN sites, This new 
advertising medium brings outdoor publicity to life. It is equally 
suitable for national campaigns or local advertising. a 
% ie 
First gCreen vite : 
. ~ 5 
Now showing in the heart of London’s West End 7 
At 16/17 Coventry Street, Piccadilly Circus, London, W.1 ” se 
(facing down Haymarket) the first screen srre is already carrying of 
the announcements of many famous national advertisers. Gs. 
From 12 noon—midnight, 7 days a week this arresting, — 
compelling, action-getting outdoor publicity is reaching 100,000 i 


viewers per week at a rate of 2/- per thousand for Films 
and 1/- per thousand for Slides. 
Other screen srres will shortly be erected in selected provincial towns. 


For further particulars and details of exhibition rates write or phone: 


Screen Sites Ltd 


16/17 COVENTRY STREET, PICCADILLY CIRCUS, LONDON, W.1. TEL: GERRARD 5187/8 
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° SWEDEN ° 


STOCKHOLMS-TIDNINGEN 


STOCKHOLMS-TIDNINGEN is distributed fairly 
ually as between the Capital and the Provinces. 
Hi y valued as a family paper it also reaches—- 
not less than 48% of the subscriber circulation 
ne a two highest income and social groups in 
Sweden. A considerable percentage goes to managers 
and employees in industry, commerce and shipping. 
STOCKH LMS-TIDNINGEN is the official adver- 
tising medium for the City and County authorities. 
CIRCULATION: Weekday 182,037 
Sunday 220,361 


In 59 out of Sweden’s 94 newspaper districts, 
no other Stockholm morning daily has better 
coverage than STOCKHOLMS-TIDNINGEN. 
Let these figures convince you that it is 
profitable to count upon this paper. 


STOCKHOLMS-TIDNINGEN 


Stockholm’s and Sweden’s Newspaper 


Any further information will gladly be ae to you by our 
exclusive representatives in Gt. Britain 


JOSHUA B. POWERS, 


14 Cockspur Street, London, S.W.|. 
(TEL. WHI. 3366) 
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in the Amsterdam area 


HET PAR@GOL 


Holland’s leading independent national daily 


Subscribers : 


AMSTERDAM 
REST OF HOLLAND 


90,000 
50,000 


140,000 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
CENtral 2811 
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Further rises foreseen in 
Swedish buying power 


During the last year prices in the valuable Swedish market have 


been stable or falling. 


of newspapers, on the other 


Circulation 
hand, has much increased according to the Swedish Audit Bureau 
of Circulati 


by PROVIDED that aggregate 

supply and demand re- 
main in balance, there seems 
no reason why cost and price 
stability should not now be 
maintained the more so as 
Swedish plans leave scope for 
some further rises in real con- 
sumption levels.” 

That is the appraisal of those 
who have drawn up the report 
recently issued by the Organisa- 
tion for European Economic Co- 
operation and it forms a sound 
starting point for a brief outline 
of the present Swedish economic 
and commercial situation. 

Construction activity (about 10 
per cent of the gross national 
product) is expanding rapidly 
and was probably between six and 
seven per cent higher last year 
than in 1952. Almost half the 
total expansion is being devoted 
to dwellings; power station con- 
struction and other public invest- 
ment account for the rest. 
Industrial construction is falling 
slightly. Agricultural production 
was higher in 1953 than in 1952. 

Over the last year or so prices 
generally have been stable or 

ling Import prices have 
dropped between seven or eight 
per cent and this has helped to 
offset the effect on the cost of 
living of a 12 per cent lift in 
wage rates brought about in 


julklapy 


One of the most successful and 
attractive press advertising cam- 
paigns for some time was 
launched over the Christmas 
period by the Elko firm of ladies’ 
underwear manufacturers. Cir- 
culation of Swedish newspapers 
has risen steeply according to 
recent figures. 


1952. The cost of living in 
July 1953 was practically the 
same as in July 1952. 

As to international trading, 
Sweden's record has shown great 
variation over post-war 
period. The volume of exports 
tended to rise by some 10 to 15 
per cent in the early -war 
years. Abnormally high in 1947, 
they were sharply reduced 
(mainly by restrictions) two years 
ame. In 1951 it - — up 

in and mn 1982 cent 

ve 1947. 1952 it 1882 i dropped 
back. Taking into 


SWEDEN 


account 1953 saw a steadying of 


the position. 
this fluctuating 
character of Swedish foreign 
trade, the O.E.E.C. rt com- 
ments that because import 
needs tend to increase as a result 
of the growth in national income 
“in the long term, therefore, 
uilibrium in the . balance 
payments is dependent upon 
an} ability to induce a com- 
paratively rapid increase in ex- 
ports of other goods and services 
to make good her inability to 
increase her exports of forestry 
products.” 


Liberal import policy 

British traders find a minimum 
of obstacles before their path 
when dealing with Sweden whose 
Government continues to pursue 
a generally liberal import policy 
so far as the Sterling Area is 
concerned. The main unliberal- 
ised commodities in the food 
sector include certain fish and 
fish products and, among manu- 
factures, ships, passenger cars and 
trucks, and flax and hemp pro- 
ducts. Tariffs are low. 

Of considerable interest to 


ww hy 
repo y recei Tom 
the Swedish Audit Bureau of 
Circulation, AB Tidningsstatistik. 
According to this the aggregate 
circulation of Sweden’s 240-odd 
newspapers increased by slightly 
over a million copies to 3,500,000 
during the 10-year period 1942- 
52. ing the three preceding 
the circulation went up 

by 709,000 copies. 
In the past three years, how- 
ever, the increase has been fairly 

@ Continued on page 288 


a ee 
fe 
ai) ee 7 
is ee pn 
: For widespread coverage 
a of the Dutch market and 7 
ae predominating readership ee | 
: a os 

at Ey as 

a Sl 
‘* —— Pe aml 

sy ° oe Siete 

: ig al — 7 eee a ; ; Jad 7 4 7 jaa o d | ‘J Z " 2 “ae if om . + fee 


(=) Priestleys 


Telephones: Gloucester 22281-4- London TRA 4277-8 - Manchester BLA 3851 - Birmingham CEN 1941 « Cardiff 31217 
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- 
growling 
Because of the increasing demand 
Sor the larger type of silk screen 
poster, we have opened a further 
branch equipped for the production 
g of such work. 
j WW 4 We intend to give a prompt service 
\ FAS | = mma d at very reasonable prices. 
sheet poster. Will you please give us an 
_ opportunity of quoting. 
RENART STUDIO LTD., displays, silk screen printing. 9, Cherington Road, Hanwell, London W.7. Ealing 3362 @ 4644 
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SWEDEN’S 


INCOME GROU 


SvD 


most influential 


people read 


this newspaper | £ 3300 & over 


_£ 1300/18 % 
£1300 — £ 3300|44 % 


54 % 


Svenska Dagbladet’s position as 
the leading and most influential 
daily in Sweden is strongly em- 
phasized by the advertisers, who 
in 1952 placed 19,748 col. in- 
ches more national advertising in 
this paper than in any other Swe- 
dish daily. The total advertising 
amounted to 258,600 col.-inches. 
There are two important reasons 
for this predominant position: 
Svenska Dagbladet’s coverage of 
the A and B income groups, which 
set the standard for the country 
os @ whole, is dominating, 54 % 
of all the £3,300 and upwards 
income class are Svenska Dagbla- 
det readers and so are 44 % 
in the £1 300—£3,300 class. 
SVENSKA 

DAGBLADET 

is the only 

Swedish news- 

paper of real 

national struc: 

ture. 


aT 
SVENSKA DA 


Representatives: 
14, Cockspur Street, 


tel ——— 
GBLADET 


JOSHUA B. POWERS Lrtd., 
London S.W. 1, 


Tel, Whitehall 3305/06 


b nOWCARDs 4 


yst CARDS settug 
GOSTE 


Z Mt 
Aue 


SILK SCREEN ARTS LP 


-@7 SHIRLEY ROAD. CROTOOR 
aGerrscomeet State 


sPitey SERV C 


) EXPRESS 4 
DELIVERY 


MEST GRADE 
FAN (SHARP 
BATSMANSHI? 


Hs ope 


DING 
(erTERING. erc. Signs to order 
TRADE INQUIRIES INVITED 


G. FENTON LTO. 
233/5 Westbourne Grove, 
wil BAYswoter 1610 


SILK SCREEN SPECIALISTS 


PROSPECT 8097 


1,000 miles covered 

)  . Beds. He Herts & Bucks by the 
Home Counties News rs Group isa 
d testing area. All test campaigns 
wep the area is one of the 
and most fruitful in the country. 


HOME COUNTIES 


NEWSPAPERS GROUP 


ee. 
INCH 


45 /- = 


A.B.C. NET SALES 


129,729 


Represented in London by 
WILL KITCHEN, jr., LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


One of the stands 
at last year's First 
International 
Swedish Industries 
Fair, held in 
Gothenburg. Some 
English firms who 
exhibited at this 
event were 


| prised at 


amount of interest 
expressed by the 
visitors. This year 


| a bigger event to 


be known as 

the “International 

Swedish Industries 

Fair’ will take 

place from May 22 

to 30 in Gothen- 
burg. 


small, the upswing between 1952 
and 1953 totalling only 70,900 
copies on week days, or two per 
cent, 58,500 copies of which were 
accounted for the press in the 
big cities. The aggregate net 
circulation during the first half 
of 1953 amounted to 3,568,600 
ies on week days and 
2,145,100 on Sundays. Within 
this total the corresponding 
figures for Stockholm, Malmo 
and Gothenburg were 1,740,300 
and 2,026,700 respectively. 
Reviewing the circulation 


| against the background of the 


papers’ political affiliation or 
shade, Tidningsstatistik finds that 


_ the relative proportion of Con- 


servative papers has dropped 
from 27.3 to 22.8 per cent of 
the total and that of the Farmers’ 


Fepruary 11, 1954 


Party from 5.1 to 4.2 per cent 
during the 1942-52 period. 
Liberal newspapers increased 
from 46 to 49.6 per cent and 
Socia]-Democrat from 15.5 
to 16.8 per cent, while the Com- 
munist press went down from 1.6 
to 1.5 per cent. 


copi 
1.19 copies in 1912. 


The popular press, including 
34 periodicals and magazines 
registered by the Swedish ABC, 
showed a continued heavy up- 
swing, by 302,500 copies to 
4,694,000 during the 12-month 

riod June 1952 to June 1953. 

ive comic-strip magazines had 
a circulation of 71,700 copies. 


Canada: trade prospects at fairs in 


prairie provinces 


A COMPOSITE display of 
British goods at the prairie 
fairs is being organised again 
by the United Kingdom Trade 
Commissioner in Winnipeg. 

There are five fairs held in 
different towns in Manitoba and 
Saskatchewan during the month 
of July. It has been estimated 
that over 250,000 people saw 
the display last year. 

A large number of U.K. firms 
have found this method of bring- 
ing their products to the notice 
of Canadians in the prairie pro- 
vinces to be of benefit to them. 
Sales direct from the stands to 
the visitors are allowed and 
some firms selling such lines as 
household and kitchen ware, 
hand tools and confectionery 
have covered their expenses, 
made a profit, and at the same 
time have shown their goods to 
a large number of Canadians. 

fairs are held = as 


June 28-Jul 

July 5-10 

July 12-17 

July 19-24 

July 26-31 
Each week coincides with the 
annual “Fair Week” in these 
cities and the display is, in every 
case, set up in an exhibition 
building inside the fair grounds. 


A member of the Trade Com- 
missioner’s staff is available 
throughout the fairs to help with 
inquiries and will also look 


Success in gag toa ‘ 


, 

Sales of All s lager in| 
West Africa ve been; 
boosted by Ind Coope & All-! 
} sopp by re-styling the bottle; 
and labels for this market. A‘ 
director who investigated! 
the market there, reported 
that the container was too 
colourless for the Africans; 
the bottle was plain and the 
label black-and-white. The 
Africans’ favourite colour, 
=a to the report, was, 
green. This and the number 
three are considered by them 
to be lucky. 

From this information, the‘ 
company evolved a green 
bottle and desi a label 
¢and neck-band in which the 
{predominating colour was 
green. On the neck-band the 
company’s trade mark—the 
Red Hand—is repeated three 
) times. 


after any displays which are not 
attended by a representative, but 


as far as ible each exhibitor 
advieed to. have someone in 
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Whether for keeping your name before the 
public, or for launching a new product, Ariel 
Advertising Balloons are a powerful advertising 
force. Quickly and cheaply, this gay, colourful 
medium carries your sales message through the 
streets, and right into the family circle. 


Ariel Advertising Balloons and Toyshapes are 
known and used throughout the world. They are 
available in a multitude of shapes and sizes, 
brilliantly coloured and printed. Here are big- 
ger, brighter and stronger balloons to reinforce 
your sales effort. Use them as part of your 
next campaign. We shall be pleased to supply 
sample and quotation on request. 


ARIEL 


ADVERTISING BALLOONS 


LEWIS KNIGHT & COMPANY 
8 Chingford Mount Road, London, E.4, 
Larkswood 2241/2 


TODAYS CHILDREN ARE TOMORROWS CUSTOMERS | 


si MIS 
—® EQUIPMENT 


— 


aa — Sure | 


IK 


TYPE NSA AIR BRUSH 


TYPE NSE AIR BRUSH hint 


It is amazing what a difference it makes to have the Air Brush af your | 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again, Write for booklet (SH), giving details 


AEROGRAPH iiccomiresig caioment 


AIR BRUSHES © fer preci of air p 
THE INSTRUMENTS FOR FINER EFFECTS at exch studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 


Glasgow, Manchester 


Showrooms :>— London, Birminghom, Bristol, 


11 Newspapers 
11 Editors 11 Specialised Interests 


From Folkestone « Worthing 


along the coast and inland, with the 


largest circulation in the area 
145,226 ABC flat rate 52/- per se inch 


Sussex Express and County Herald 
Hastings Observer Eastbourne Gazette 
Folkestone Herald 
Bexhill Observer 
East Grinstead Observer 
Folkestone Gazette 


Worthing Herald 
Shoreham Herald 
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INCREASE YOUR SALES + AND GOODWILL. os 


Eastbourne Herald-Chronicle 


Crawley and District Observer 


womuy 


i ORI 
CRAWLEY ae 
“EAST GRIe KEN T VOURES TONE 
“WAYWAROS HEATH 
SUSSEX 
‘cewes RED “te DUNGENESS 
TINGS 


South Coast Group 


Lennox House, Norfoik St., London, W.C.2. Temple Bar 6591 (3 lines) 


Joint Managers: C. Cassy and 8S. H. Roberts 
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THE READERS of ILLUSTRATED NEWSPAPERS are not only - 
important buyers themselves; they are people who set fashions and : 
determine the buying habits of millions of their fellow men and women. | 
First to win acceptance in this influential market is to open the door to - 
every other. This has been proved time and again by shrewd advertisers ” 
who use ILLUSTRATED NEWSPAPERS for cumulative results from d 
the top income group, and to sustain quality endorsement, so often of : 
vital importance, when campaigning in the mass market. Communications : 


should be addressed to The Advertisement Director, Illustrated Newspapers 


* og anaes ae 
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Ltd., Ingram House, 195-198 Strand, London, W.C.2. Telephone: Temple 


Bar 5444, 


ILLUSTRATED 


> 


NEWSPAPERS 


~— apowerful sales influence in every market 


The LLLUSTRATED LONDON NEWS 
The SPHERE «+ The SKETCH 


The TATLER 
SPORT & COUNTRY 
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SCOTLAND’S NATIONAL 


North Bridge 
EDINBURGH 


THE 


READERS of THE 


SCOTSMAN form 


Scotland’s most receptive 


markets for quality 


Member A.B.C. 


products and services. 


63, Fleet Street 
LONDON, E.C.4 


SCOTSMAN 


NEWSPAPER 


aa) Ay | eee 
Associated Kent Newspapers 


Accounts Office 
30 High Street, Chatham (Chatham 2213) 


Advertisement Representatives 
€. W. Player, Led., 30 Fleet Sereet, £.C.4 
(Ceneral 2786) 


A.B.C. 


engineer. 


Send for free specimen copy and rate card 


EMMOTT & 


50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
MANCHESTER OFFICE: 31 KING STREET WEST MANCHESTER 3 


COMPANY 


i Mechanical Worl 


ENCINEE RING RECO 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


LIMITED 


‘lh 


mwie 
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Public Relations 


How the publicity machine 
works at the Toy Fair 


W HEN the Harrogate Toy 
Fair was first held in 
1950, national press interest 
was lukewarm and _ radio 
interest nil. It was regarded 
as a purely “parochial” trade 
fair with a localised Northern 
interest. 

The Fifth Toy Fair, held this 
year from January 9 to 15, 
received nation-wide recognition. 
Every national newspaper car- 
ried stories and pictures, most 
of them more than once. Alto- 
gether the home press alone gave 
the fair some 2,500 inches. 


All media employed 


 — coverage by the 
B.B was another feature. 
Show of the Fair appeared in 
both the children’s newsreel and 
the adult newsreel on television, 
a recorded interview with the 
Toy Fair chairman went out on 
sound, and a talk on the event 
went out on the B.B.C. overseas 
network. 

Fleet Street opinion was 
that the Harrogate fair of 1954 
had received more press atten- 
tion than any other show out- 
side the B.L.F., Radiolympia 
and the Motor Show, and this 
despite the fact that the fair 
does not admit the public, is 
held 200 miles from ‘London 
and concerns itself with a sub- 

toys, which is supposed 
“dead” when it takes 
place fortnight after Christ- 


The record publicity achieved 
in 1954 points to the fact that 
there is now an all-the-year- 
round toy consciousness on the 

rt of the public. Toys have 

me not just “seasonal” play- 

but an integral part of 

education and psychology, 

ghee noticeable in 

America where toy sales in 1953 

touched an all-time peak of $300 
million. 

It is also clear that five years’ 

ublicity spadework has estab- 
fished the Harrogate Toy Fair 
as an annual event and one of 
the most important concentration 
of international playthings. 

This has been achieved with 
the minimum of displayed ad- 
vertising, and so far no posters 
or printed material (other than 
the Fair's official catalogue) 
have been employed. 

It is not possible to assess the 
event's coverage in the overseas 
press, but it is known to be ex- 
tensive and increasing each year. 
Press releases are sent all over 
the world each autumn, and 
these are rebroadcast by the 


| Board of Trade’s commercial 
| attachés in every country. The 


Central Office of Information 
issues data on the fair in three 
languages to 28 countries. Ex- 
port journals do much to publi- 
cise it abroad, and full use is 

of bodies like British 
Overseas Airways, which, for the 
1954 fair, sent out 5,000 invita- 
tions to overseas buyers. 

At the same time, the pub- 
licity machinery of the Harro- 
gate Corporation is first-class 
and works closely with the press 
machinery of the Toy Fair, 
in advance of and during the 
event itself. The complete 
radio coverage means further 
publicity thr the B.B.C,’s 
press releases. ile the show 
is on, the Press Association 
representative in Harrogate—also 
first-class—maintains a steady 
output of news stories. 

press reception held on 
the opening day draws a big 
crowd, and there are addresses 
by the Toy Fair chairman and 
by H. Richard Simmons (Games 
and Toys) who has controlled 
the fair’s publicity since its in- 
ception. At the reception, news- 
os seegoen receive free cata- 
ogues and badges, press releases 
and copies of the leading trade 
a 


LONDON TRANSPORT | 


About 100 editors, the oie 
attendance ever, accepted invita- 
tions for this year’s reception 
given by London Transport. 
Because of the large numbers 
and in order to allow for inti- 
mate conversation, the meeting 
was held in two halves. On each 
occasion John Elliot, chairman, 
John Cliff, deputy chairman, and 
some, 20 operating chiefs were 
present. 

These gatherings are held be- 
cause London Transport believes 
in meeting the men who mould 
public opinion through the local 
press of their area, and in get- 
ting their frank opinion about 
the transport services as they 
affect local population groups. 
As the son of a famous Fleet 
Street editor, John Elliot is par- 
apy keen about this. 

“I have been a railway public 
relations officer,” he said, “and 
throughout my 29 years on the 
railways I have taken the closest 
interest in what is said in the 
press and learned the value of its 
criticisms.” 

Every one of the 200 papers 
published in London Transport’s 
area is read each week by the 
press office staff. All comments 
or news about LT are extracted, 
summarised, and given a very 
wide circulation to all operating 
Officials of the executive. 
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£.s. d.—Pounds shillings and delta has spelt fortune 
to many advertisers who have embraced the profitable 
20th century hobby of Aeromodelling via the 
hobby’s national journal “Aeromodeller”’. 


Left, is the Avro Vulcan 


Reaching 100,000 enthusiasts monthly, “Aero- 
modeller” sales continue to rise. From December 
1952 to December 1953 the increase in circulation 
was 6,447 copies, certified by our present A.B.C. figure 
of 45,610 copies per month. It is significant that 
““Aeromodeller” is the only journal in this hobby 
sphere with its circulation guaranteed by A.B.C. 


flown by one of Britain's 
leading test pilots, who 
you can be sure is an 
‘Aer modeller’ reader. 
Right, the latest in model 
deltas flown by an R.A.F. 
Squadros Leader. Just 
two examples of the people 


Aeromodelling is not a juvenile hobby. 50°, of our your message will reach. 
readers are 20 years and upwards. They are live, 
intelligent readers, every onea keen aviation enthusiast; 
every one a discerning buyer, not only of technical 


products, but of the ordinary things of life. 


They read every copy line by line, from cover to 
cover, so that your advertisement does not waste its 
sweetness on the desert air! That is why there is no 
such thing as a special position in ““Aeromodeller”. 


Keep right up to delta date with the finest 
advertisement medium in the hobby field! 


A.B.C. Figure 45.610 


Younger, but up and coming brother of “Aeromodeller”, with 
a circulation already reaching 15,000 copies per month, with 
space at economic rates, and covering every other phase of 
modelling—such as model cars, boats, ships and railways, is:— 


A telephone call or letter to the Advertisernent 
Manager will bring you full details of both “Aero- 
modeller” and “Model Maker”. It will also bring 
you the Ad. Manager himself if you are genuinely 
interested to hear more about space that sells. 


MODEL AERONAUTICAL PRESS LIMITED 


38, CLARENDON ROAD, WATFORD, HERTS. Tel. WATFORD 5445 
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most progressive magazine in this rapidly growing 

hobby. To a readership of approximately 100,000 

the advertisement pages constitute last minute news. 

Mr, J. V. Forbes-Buckingham, the Advertisement 

Manager, will be pleased to give further details. 

Ring Gerrard 8811 of write to; Percival Marsha!) 
 @ Co. Lid., 19-20, Noel Street, London, W.1. 


The ‘Official 
Journal of The 
Society of Model 
Aeronautica! 


Engineers. 
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OUTDOOR HOBBIES AND SPORTS 


All the income brackets read 


this wide-ranging press 


Pe BRITISH people are 
nothing if not sports. A 
long line of statesmen, poli- 
ticians, fighting men and film 
stars have said as much. And 
the newspaper stands daily 

oclaim the truth of it. If 

re and there someone rises 
up to assert that he or she has 
no interest in sport the chances 
are that they are not averse to 
the open air or to the pursuit 
of some hobby mostly carried 
on out of doors. 

This is a brief survey of the 
press catering for this wide 
range of human activities and 
right in the centre of the picture 
is Playing Fields, the official 

quarterly journal of the National 
Playing Fields Association. This 
does not conform to the general 
run of sports magazines but 
forms a means of disseminating 
news and information to its 
readers about the playing fields 
movement. 

Devoted entirely to outdoor 
ye and games, athletics, chil- 

ren’s playgrounds, running and 
cycling tracks, etc., this quar- 
terly has a very high readership. 
It goes Gvensh various depart- 
ments in local authorities, urban 
and rural councils and parish 
councils, as well as to large 
sports organisations and clubs. 
youth groups and games teachers 
in schools and industrial estab- 
lishments. To a large degree the 
readership is drawn from the 
higher income gro - and from 
those in particularly influential 
situations. 

The circulation of Sport is 
some 37,000 a week. Published 
by Topical Publishing Co., Ltd., 
the policy is to present sportin 
features in a national appea 
setting. This means small cover- 
age for amateur sport and an 
emphasis upon league soccer, 
cricket, racing and xing, and 


This media survey includes a large number of 


devoted 


journals 
to the interests of those who pursue outdoor hobbies and/or 
engage either actively or as spectators in sporting events. Such 
readers 


events which would attract the 
same interest in Lancashire as 
they would in Devonshire. The 

ip is very mixed—from 
old age pensioners to titled and 
military people. 

The A.B.C. circulation figure 
for World Sports is in excess of 
50,000. Published monthly by 
Country and Sporting Publica- 
tions Ltd., this is read by the 
more discriminating type of 
young man who is both tor 
of and participant in all kinds 
of amateur sport — university, 
public and grammar school stu- 
dents, members of athletic and 
sports clubs, the Forces, etc. 

oes copy appeals 

: sportswear and equi 
toilet preparations, con = 
ery, vitamin and health prepara- 
tions, travel agencies, cycles, 
motor-cycles, book publishers, 
etc. The income groups covered 
span middle upper 


*"Baite 

itorial is designed to appeal 
to the type of oy | man in- 
poo ol ‘in articles by Henry 
Lon olf), Neville Cardus 
(cric et) = H. A. Scheele (bad- 
minton). 

Also published by the same 
ad is Sporting Record, a 
weekly. After appearing in its 
present form for seven years the 
circulation now, according to 
A.BC., is approximately —— 
In this instance the appeal is 
the “man-in-the-street.’ Advan 
tisement copy is powerfully aimed 
at men and includes pools, 
bookmakers, tobacco, cigarettes, 
patent remedies, beers and 
spirits, pens, pencils, tyres and 
sportswear and equipment. All 
sports are covered and there is 
a junior section read by some 
12,000 children. 

With a figure of 60,473 copies 


There has been a big increase in, the popularity 

since the war. Mike Hawthorn (winner of the 1953 Gold Star of 

the British Racing Motor Drivers’ Club) is seen here driving a Ferrari. 
Motor Sport pictare 


of motor racing 


usually read the ad- 


a month Charles Buchan’s Foot- 
ball Monthly has the largest 
A.B.C. net sales of any British 
sports monthly. Founded in 
1951 by Buchan in order to pro- 
vide the football industry with 
its own trade paper it is now 
firmly established as the national 
magazine of Britain's most popu- 
lar game. 

It is widely read by those en- 
gaged in the football industry 
(trainers, managers and players 
of leading clubs both amateur 
and professional) and there is 
an overseas circulation of some 
5,000. Advertisements are car- 
ried for football and other sports 
“Football 
staff wanted” (display), sports 
publishers, as well as general 
aeeeens with a masculine 
appent. Future advertisement 
p include the inauguration of 
a special section for small display 
advertisements covering “Foot- 
ball staff wanted” and “Equip- 
ment for sale and wanted.” 

This journal changed to ‘ 
gravure printing in 1952. A 
more recent innovation was the 
use of full colour in text for 
illustrations, headings and adver- 
tisements. 


Tennis, badminton, squash 


Published twice a month Lawn 
Tennis & Badminton is the offi- 
cial journal of the Lawn Tennis 
Association and is in the posi- 
tion of not being run for profit- 
making purposes. It has a large 
circulation among officials of 
associations and clubs all over 
the world and is on sale at the 
bookstalls and direct to sub- 
scribers. There is no competitive 
relationship between this journal 
and any other. 

When it comes to a consider- 
ation of the income brackets of 
its readers Lawn Tennis & Bad- 
minton must rank highly. The 
advertisements ap to 
players of the game. 

Out of a circulation of 38,000 
copies of British Lawn Tennis 
& Squash it is estimated that 
some 18,000 go to people under 
the age of 21 and a further 
12,000 to those under 30. The 
majority of the recipients of this 
journal are therefore to be 
classed as active players of the 
two games covered by it 

About one-cighth of he cir- 
culation goes abroad and to 
some 60 different countries. 
Mainly display advertising is 
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ber of sports have | 
} greatly increased in 


’ populari and in some 
cases the cause is! 
believed to be the tele- | 
vising of events. 

As a consequence the 
readership of the rele- 
vant press has risen, 

Notable in this con- 

» nection are :— 


® Motor Racing. 


carried and from quartes-page 
sizes upwards, although a 

one-eighth page spaces are Bang 
Normally, features are not tied 
in with the advertising but there 


For those with a compulsion 
to bend earnestly over the 
handlebars, alone or in the com- 
pany of a pack, there is the 
monthly C.7.C. Gazette, journal 
of the Cyclists’ Touring —— 
and the oldest cycling journal in 


the world 

Circulation is a guaranteed 
postal distribution and every 
member of the C.T.C. (except 
a small proportion who pay re- 
duced subscriptions) receives a 

y. Thus, the minimum cir- 

tion during the last six 
months of last year was 43,000 


—slightly less than the for 
the previous six mon and 
2,000 or so below the comparable 
period in 1952. 


In addition to the normal dis- 
tribution, copies are sent to free 


libraries and youth hostels. 
ine is ba A wide and in- 
cludes enthusiastic 


cyclists om in i pasteles the 
keen cycle tourists, 


Control of advertising 


A very strict control is exer- 
cised over the adve on 
pages. In January, 1952, 
journal was sued 
tiser because a decision had been 
made not to publish the adver- 
tisements although the usual 12 
months contract had been 
: “We did so,” declares the 
C.T.C. Gazette, “because we had 
come to the conclusion that the 
goods he was advertising were 
not up to the standard we ex- 
costal and we could no longer 
recommend them, by implica- 
tion, to our readers.” 
In the case of new advertisers 


@ Continued on page 296 


ey 


ll * Sa Tae as Whayig : a - _o* : ae 2 alas. + oo g Saee y - lea, % 
Pe 295 ee +4 : 
SSS The rise of new 
popular sports 
ice ine war's rum | 
| 
vertisements with as much : ; 
attention as the featured } 
articles. 
a , 
have been occasions when spe- ¢- 7 
cial articles (ie., the care and ; 
maintenance of grass courts, c 
: ~~" -y- of tennis courts, 
etc.) have lent themselves to a 
tie-up. “ 
| Oldest cycling journal ; 
7 
> =_” . = 7%. Sy ae 
af i<) peat ae a : 
, x 4 - . ; oe an 
em a! i ; 
Peds tet o +s 28h * ome 
Tay ai: ‘ fon’ Ke ’ WY ¥ 
ae) oh h)hClClUW E 
ie . \ em zee ; * <s P " a a 3 : 4 
a 5 . ’ a ‘ : a is oie a 3 * ‘ 
ee Po Lan 
, Ey 
a ll ll . “ie ee oe. renee .: . ae 


not 
For 


ADVERTISER'S WEEKLY 


the journal asks to be allowed 
to test the goods and if they 
do not come up to the standards 
upheld the advertisements are 


5 years until 
archery had Soon at a low ebb 
as a favoured 
country. 
however, is different. Clubs are 
now springing up all over the 
place and there are just on 400 
of them. 
the average membership is 20 
(some have as many as 80), this 
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national backstroke champion, in action. 


clubs. 


There are about 2,000 swimming clubs in this country and the 
membership is increasing. The picture shows Margaret McDowall, 


Swimming Times picture 


means that there are at least 
8,000 archers 


in clubs. And 


there are many who do not join 


The British Archer has an esti- 


1949, 


sport in this 
The position to-day, 


On the calculation that 


mated readership of 7,000. 
solely an archers’ magazine and 
therefore read solely 
and potential 
covers every class from Her 
Majesty Queen Elizabeth to fac- 
tory workers. 

The magazine gocs in small 
numbers to 26 different countries 
overseas and the belief is that 


archers. 


It is 


y archers 
This 
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Advertising to 
strictly “archery tackle” nature 
but it is a poiht to remember 
that the readers take care of their 
back numbers. There is, in fact, 
a great demand among newer 
devotees to obtain earlier out-of- 
print copies. It follows that ad- 
vertisements appearing once have 
a very long “life.” 


Taking it steady 

The circulation of the fort- 
nightly Bowls News is about 
5,000 and, like the game, is fairly 
steady. Through the medium of 
clubs, however, the readership 
is probably 50,000. With the 
exception of the war years this 
magazine has been published 
since 1927. Policy is to impart 
news of indoor and outdoor 
bowling in various parts of the 
country—chiefly in England. 

With the patronage of the In- 
ternational Bowling Board, the 
English Bowling Association and 
the English Women’s i 
Association this journal has a 
sound standing. Advertisements 
chiefly relate to bowlers’ requi- 
sites. 

The Farmer (which includes 
The Gardener and incorporates 
Wholefood) had a 10,000 circu- 
lation during the last half of 
1953—a slight increase on the 
previous half-yearly period. 

Read alike by keen commer- 
cial gardeners and amateur en- 
thusiasts, about 20 per cent of 


TN a oe 
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the journal's metentiie is -over- 
seas and mainly in United 


the growing demand of the man 
organic-styie gardeners all kinds 


of garden equipment and seeds 
are advertised excepting chemical 
fertilisers. 


The readership of the Swim- 
ming Times (which began as a 
swimming club bulletin appear- 
ing three times a year) now ex- 
ceeds 50,000. During the last 
half of 1953 the circulation was 
8,900 a month and the target for 
this year is 10,000. At the end 
of 1952 the figure was 8,000. 
Bulk supplies are taken by the 
nation’s swimming clubs (and 
there are 2,000 of them) and the 
copies are passed round a good 
deal. The present readership 
figure can be analysed broadly 
as follows: direct mail orders, 
1,000; wholesalers, 2,500; club 
bulk orders, 5,500. 


In the swim 
Advertisements carried range 


widely, but all relate somehow 
to swimming: costumes, traini 


ining 
suits, bathing caps, books about 
swimming, diving boards, polo 


balls, embroidered and metal 
badges, etc. A special feature 
is made each year of holiday 
resorts. Also published in one 
issue is an annual directory of 
suppliers of rs’ require- 
ments. 

Every year thousands more in 
this country learn to skate and 


OLD BOND STREET 


LONDON 


(HYDE PARK 2556, 2557) 


Cover the 
Sportsman’s Market 


THE BURLINGTON PUBLISHING CO. (1942) LTD. 
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ski, watch ice hockey matches 
and go to theatrical skating 
shows. Moving about quickly 
on ice right side up has, in fact, 
become a major sport in the 
United Kingdom. There is no 
indication that this popularity is 
likely to wane and every indi- 
cation that it is going to increase. 

The readership of the Skater, 
Skier and Ice Hockey 
now exceeds 20,000 in 
country and 5,000 abroad. 
Readers mainly comprise ice 
show audiences, ice hockey spec- 
tators, winter sports holiday- 
makers, ice and roller skating 
rink patrons and enthusiasts in 
all branches of skating, ski-ing 
and ice hockey from beginners 
all the way up to the champions. 
Every income group is catered for. 

During the past year advertis- 
ing support for this journal has 
increased considerably, with 
national products like Ovaltine, 
Lucozade, Gilbey’s Gin, etc., 
booking continuous series. It is 
also well used by firms manufac- 
turing and supplying the relevant 
sperts equipment, by winter 
sports travel agents, air lines and 
those associated with theatrical 
a for which the journal is 
recognised as the “trade” 
medium. 


Commercial radio pioneer 


First class articles and photo- 
graphs relevant to the subject 
matter of the journal are spe- 
cialities se regularly and 
the journal receives encourage- 
ment from official organisations 
such as the International Skating 
Union, National Skating Asso- 
ciation, Ski Club of Great 
Britain, British Ice Hockey Asso- 
ciation, British Actors’ Equity 
Association, and so on. It is, 
incidentally, believed to be the 
first British publication to have 
had its own series of commercial 
radio broadcasts—a development 
which took place on 
Luxembourg in 1949. 

year a competition was 
organised with a first prize of 
a fortnight’s winter sports holi- 
day in Switzerland, as 
both ways by air. This is 
lieved to have had an Fh 
in lifting the circulation up by 
15 per cent during the past five 
months. A new alliance with 
National Sports Publications, 
New York, is expected to in- 
crease business efficiency, cover- 
age and readership. 


Guidance on rowing 


Editorial ory of New Row- 
ing is mainly to give reports of 
sporting events in the ro 
world and guidance throu 
articles on style and prowess. It 
is claimed to be the only journal 
of its kind published in English. 
The publishers, C. E. Fisher & 
Co. (Publishers), Ltd., handle the 
Rowing Almanack annually for 
the Amateur Rowing 


tion. 
Readership of New Rowing is 


Player 
this 


TV ice show features have 


greatly helped ice skating. 
Picture of Gloria Nord by Skater, Skier 
& Ice Hockey Player 


drawn from oarsmen and women 
both young and old all over the 
country and beyond, because the 
journal finds its way into more 
than 30 different countries 
abroad. Circulation during the 

six months of 1953 was 
about 1,530. 

Advertising content varies from 
soft drinks to outfitters, but in 
the main deals with the business of 
boat builders and like craftsmen. 


The compleat anglers 


The number of anglers in 


Besides the city, 
town and works clubs (number- 
ing nearly 2,000), with their own 
or rented stretches of water, 
there are many thousands of 
“unattached” anglers. The attrac- 
tion this sport has for women 
is a remarkable feature of the 
present over-all picture. The 
estimated total membership of 
the — clubs has been put 
at two million; a growing per- 
centage are women. 

The angling community is well 
served by journals catering for 
this sport. The Fishing Gazette, 
published weekly, had an A.B.C. 
ype a figure of 9,000 over 

- poe July 1 to December 
31 The figure for the 
previous six mon was about 
a thousand more than that. 
Readership is thought to be well 
into 70,000 as the publication is 
to be found in the headquarters 
of most angling clubs, fishing 
hotels, and public libraries. 

There is a considerable num- 
ber of direct subscribers over- 


The Angling Times, also 
weekly, was launched in July of 
last year and the A.BC. July- 
December figure showed an aver- 
age sale of 53,202. In the 
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~ HARPERS W WINE & SPIRIT GAZETTE-# HARPERS S SPORTS BGAMES - | 


THE 
SPORTS 
WRENDIE 


is covered by 
Harpers Sports & Games 


(the only weekly in the Trade-annua! subscription 20/-) 


EXPORT WINE & SPIRIT GAZETTE - 


8 Lloyds Avenue, 
London, E.C.3 


ROYal 3838/9 
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_ HABPERS GUIDE TO THE SPORTS TRADE -HARPERS 


cS ——— . 
HARPERS DIRECTORY & MANUAL HARPERS DISTILLERY MAP - 


IF YOU MARKET 


@ Swimming Costumes 
@ Bathing Caps & Trunks 
@ Trophies & Cups 

@ Medals & Badges 

@ Stop Watches 


@ Lido, Pools & Baths 
Equipment 
@ Water Polo 
Accessories 
@ Sports Gear 


@ Stamina Foods & 
Drinks 


@ Print, Books & 
Filmloops 


THERE ARE 
10,000 READERS 
OF THE 


Swimming 
Times* 


READY TO BE 
INTERESTED 


@ Aquatic 
Entertainments 


@ Training Suits 


@Subscribers in 61 Countries 


Capt. B. W. Cummins, Advertising Department, Swimming Times 
4 Waddon Park Avenue, Croydon. CROydom 5673 
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IST CLASS 


for 


ADVERTISING 


%* Fishing tackle of 
every kind 


% Outdoor wear, 
waders, etc. 


% Boats, outboard 
motors — 


% Tobacco, wines 
and spirits 


* Hotel 
accommodation 


% Properties with 
or near fishing 


% Photographic 
equipment 
* ANYTHING 
and 
EVERYTHING 
in any way 
CONNECTED 
with 
FISHING 


THE 
FISHING GAZETTE 


LTD. 


171, HIGH ST., BECKENHAM, 
KENT 
Tek: BECkenham 5812 
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months before the oy was 
born all the angling clubs in the 
country were contacted together 
with manufacturers and retailers 
of fishing tackle. For January, 
1954, sales were well in excess 
of 60,000 a week. 

A series of promotion features 
has been arranged and the 
journal is seeking the “Angier 
of the Year’—to be elected by 
popular vote of the readership. 

ith an all male readership 
confined to coarse and sea fish- 
ing enthusiasts, the Angler's 
News & Sea Fisher's Journal is 
claimed to be “essentially the 
working man’s magazine.” Pub- 
lished the Burlington Publish- 
ing Co. (1942), Ltd, the 
readership is undoubtedly much 
higher than the stated approxi- 
mate circulation figure of 13,000 
a week. 


Popularity of sailing 


There has been a phenomenal 
increase throughout the country 
in yachting, sailing and motor 
boat cruising. Nearly 700 clubs 
are affiliated to the Royal Yacht- 
ing Association and the interest 
in this facet of sport can be 
noted in: (a) the numerous 
racing contests on reservoirs and 

vel pond pits even though far 
rom the sea, and (b) the number 
of boats taken by road on 
trailers to sail in open meetings 
and inter-club racing events in 
various parts of the United 
Kingdom. 

Sales of Yachting Monthly for 
the last half of 1953 averaged 
16,800 and they have been rising 
almost consistently over the past 
five years. Readers per copy are 
said on average to be more than 
five. Roughly 3,500 copies are 
sold each month to 107 different 
countries in all—mostly, how- 
ever, those sent overseas go to 
the British Commonwealth, the 
United States and South 
“=. be d 

Readers appear to rawn 
from a wide band of the com- 
munity—from schools and dis- 
tricts where sailing is in dinghies 
and lower-priced cruising motor 
boats, up to yacht owners and 
keen sailing and boating men and 
women. 


Whole industry covered 


Advertisements are carried for 
the whole yachting industry and 
allied trades, and include those 
for charts, books, clothing, food, 
drink, as well as other national 
advertising appealing to a pub- 

generally with comfortable 
incomes. 

Circulation of Light Craft (a 
Link House publication) is about 
12,000 per month with a reader- 
ship in the region of 25,000. 
Overseas circulation has been 
placed at some 1,200 copies a 
month. Readers range from 
young people with just enough 
money to buy or build a canoe 
to professional men and women 
able to afford the £750 or so 
needed to buy an auxiliary sail- 


ing cruiser suitable for making 
sea passages. 

Advertisements cover all types 
of craft within the range cited 
above as well as ancillary equip- 
ment such as engines, etc. Kits, 
= materials and equipment 
or people building their own 
boats form an important per- 
centage of the total advertising 
carried. 

There are no special advertise- 
ment features as such, but the 
special issue of the year (March) 
is the “fitting-out” number which 
is well supported by advertisers. 

The Scottish Yachtsman has 
a circulation of somewhere be- 
tween 1,000 and 1,500 copies per 
issue. Published by W. A. 
Woolward & Co., advertising 
agents in Edinburgh, this maga- 
zine gives a virtually full cover- 
age of Scottish yachtsmen. 
Included among the advertising 
is a classified “Boats for sale” 
feature. An annual publication, 
the next issue will be in March/ 
April. 


Royal and ancient 


First published in 1910, Golf 
Monthly is devoted to the in- 
terests of golf and golfers and 
the promotion of the game 
over the world. It is not the 
organ of any golf union or 
group of golfers and it has the 
distinction of being the only golf 
paper anywhere which publis 
regularly through two world 
wars. The last July-December 
A.B.C. net sales figure is given 
as 9,915 copies. The same period 
a year previously saw the figure 
at 9,825. The publishers, in fact, 
claim the circulation to be 

ter than the combined 
ae per issue, of ail other 
golf magazines published in the 
British Isies. 

Half of the circulation goes 
to golf clubs around the globe. 
Readership per copy is certainly 
high; one Scottish club in askin 
for a replacement copy stat 
that 80 of their members read 
it. 

With 96 pages, plus cover, 
printed on top quality art paper, 
regular advertising (several in 
two or four colours) is carried 
from the leading equipment 
manufacturers and many general 
advertisers. 

The circulation size of the 
Racing Pigeon is sufficient to en- 
sure complete coverage of fan- 
ciers interested in the sport. 
During the last six months the 
net sales have been over 40,000 
per week (in 1952 the figure was 
35,000). 

Readership is widespread but 
the devotees of this sport are 
concentrated heavily in the min- 
ing and textile regions. The 
advertisements carried are mostly 
placed by small manufacturers 
direct with only a small per- 
centage coming via advertising 
agencies. It is a point to bear 
in mind, however, that most of 
the readers of this journal de- 
vour it from cover to cover and 
any advertisement is probably 


‘by this 


Model airplane building and 
flying has a wide appeal and is 
practised by a large number of 
women. 
Model Aircraft phovograph 


absorbed by some 90 per cent. 

There is to-day a _ million 
motor = and ~~ p a 
gory vehic registe: in 
United Kingdom and in this 
sphere sales of the Motor Cycle 
are higher than those of any 
other journal in the world deal- 
ing with vehicles of any type. 
With an average issue of about 
210,000 ies a week the pub- 
lishers, Iliffe & Sons Lid., believe 
that there is an average of not 
fewer than three readers a copy. 
Overseas circulation is in the 
region of 20,000. 

The class of readership reached 
ublication is hard to 
define. Apart from the industry 
and the trade there is the vast 


® Continued on page 299 


Space Buyers 


making up schedules for con- 
tractors for playing fields, 
children’s playgrounds, golf 
courses, tennis courts, etc. and 
allied supplies, goods and ser- 
vices, and all sports equip- 
ment, will be wise to include 


PLAYING 
FIELDS 


the widely read quarterly of 
the National Playing Fields 
Association. Remember that 
the National Playing Fields 
Association is news. Send for 
specimen copy, rate card and 
details of circulation to:— 


Advertisement Manager, 


Beatrice Berman 


12 Duke Street, 
St. James's, London, S.W.1 
Tel: WHI 6988 6640 
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Outdoor Hobbies and Sports 


motor cycling public—and few 
motor cyclists and owners of 
similar vehicles (cyclemotors, 
scooters and three-wheelers) re- 
gard their machines merely as a 
mode of transport. 

A solid reputation for relia- 
bility has been built up by this 
journal over 50 years, and apart 
from comprehensive display ad- 
vertising coverage of new 
machines, engines and related fit- 
tings, a special feature of a large 
classified advertisement section 
is the number of secondhand 
machines offered for sale by both 
private individuals and the trade. 
In the category of general ad- 
vertising business accepted some 
of the leading tobacco firms are 
regular space 


Motor racing rise 


The rise of motor 
the stature of a popular por Be 
sport has been one of the main 
features of the post-war sport- 
ing scene. The circulation of 
Motor Sport rose from 64,000 
in June last to 71,000 in Decem- 
ber. Last January the figure was 
55,000. The overseas circulation 
is computed at 20 per cent of 
the total. Current readership per 
month has been put at 100,000 
and there are three broad types 
of reader: (a) the connoisseur 
of the high performance motor 
car; (b) the knowledgeable en- 
thusiast; and (c) those interested 
in motor sporting events. Ad- 
vertisers reach people in the 
higher income brackets and those 
who use this, the oldest motor 
racing journal of its kind in 
Great Britain, are definitely 
wanting a sale although a cer- 
tain amount of prestige adver- 
tising is carried. 

The Motor World is described 
as “the Scottish motor journal” 
and the average circulation from 
July to December last was 8,250 
a week—a slight increase on the 
same period a year before. Esti- 
mated readership is about 21,000 
with an overseas circulation of 
1,500. Over its 54 years of 
existence this journal has served 
both Scottish motorists and the 
Scottish trade and taken part in 
all relevant developments over 
that time. Since the war it has 
become the recognised organ of 
Scottish motor sport and its tech- 
nical features have gained a wide 
reputation. In book form these 
have gained a world-wide sale. 

The net sale figure of Good 
Motoring (organ of the Com- 
pany of Veteran Motorists) 
covering the last half of 1953 
was at about 35,000 copies per 
issue, up on the previous six 
months and the same period a 
year before. A survey carried 
out in 1952 showed this publica- 
tion to have a readership of 
134,000, and as the circulation 
is now 25 per cent higher than 
it was at the time of the survey, 


Publication is eight times a 
year — bi-monthly in January, 
March, May, July, September 


and November, with an extra 
spring number in April and a 
Motor Show issue in October. 
It is now on sale to the general 
public via newsagents. 

Mainly motoring advertise- 
ments are carried and in Jan 
a classified section was sta 

Although Motoring is con- 
sidered to be of the greatest in- 
terest to owners of Morris, 
Wolseiey, Riley and M.G. cars, 
and is the official organ 
both the Riley and M.G. car 
clubs, the articles and advertise- 
ments are of interest to all 
motorists. The publishers feel 
that, with an approximate circu- 
lation over the last six months 
of 1953 of 42,000, the days are 
over when the journal could be 
regarded as a house organ. 

“A monthly magazine for the 
countryman and townsman 
take an active part or are 
a in country pursuits, 

rts, nature and the wild 
life of the British countryside,” 
is how Field Sports (incorporat- 
ing Country Sportsman) is de- 
scribed by the publishers, Wat- 
moughs Ltd., Yorks. Circulation 
during the last half of 1953 was 
about 11,000—representing an 
increase of some 1,800 over the 
1952 figure. The income grow P 
of the majority of the readers 
Class A. 


There are no special a 
ment features, but pons 
am, appliances, clothing 

1 kinds relative to the sports 
covered take up most of the ad- 
vertising space of each issue. 

Circulation of the Shooting 
bing ublished by the Burling- 

Publishing Co. (1942), L 
oe some 7,600 a week. the 


readership is hoavily placed in 
Class A. 
in the air 
Al the manufacturing 


side of model airplane mak- 
ing hobby takes place indoors, 
when it comes to letting loose 
the finished product the otees 
are very Model ta me of A 
open air. M airplane ma 

and flying is’ not “playing with 
toys” and the Aeromodeller 
established by a survey that only 
9.8 per cent of the readership 
was aged between 10 and 14 

years; 50 per cent were over 20. 
Circulation of this journal — 
the last six months of last 
was 45,610—an increase of a 
6,500 over the same period a 
year before. 

Through 1953 the sale of 
Model Aircraft, published by 
Percival Marshall & Co., a 
went up by an average of 200 
a month—double the rate of 
increase shown in 1952. Reader- 
ogg ag me he? 100,000 and 
while no similar t's 
is welbie tor for overseas 


12,000. The official journal of 
the Society of Model Aero- 
nautical Engineers, Model Air- 
craft has a 62 per cent 

aged between 15 and 21. 


How “Lady acts as a, 
Travelling saleswoman 


This is the that circulates far more widely tha : 
official figures show. teen 5 pr = Kent tells this 


ar = aoe Se om ny Care sgulaty 
between England T lecand. She he says . 


“I have eeciphadge *The Lady’ for ocke years, 
and I think that you may be interested to hear how one copy 
makes a little travel route on its own. My daughter in Belfast 
sends me her copy, I give it to my yee he Holland Park, 
who in turn gives it to her Nannie; 


annie takes it home to 
Sinuh tes, whan dhe tan coed in pan ele ter eee io 

who, w 8. i t to f in 
the South of Ireland.” ” 


This regular reader ee 33 yet another proof that 

hidden “hand-on” circulation of “The ” is at least = 

times as big as the official one of 81,700. n fact, the full 

circulation of ‘““The Lady” can never be pinned down in 

figures—this is one of those papers with that or 
“something” which inspires ral lo =A = 

Lady” a much stronger pulling 

sight. 

When you want to sell anything connected with fashion, 

cookery, health and beauty, y travel, the theatre or 


cinema, gardening, or children’s interests, you'll find ““The 
Lady” is the ect saleswoman. — 


Write to the Advertisement Manager, Miss G. E. Careless, 
The Lady Ltd., 39-40 Bedford St., London, W.C.a. TEM 8705/6/7 
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AND FILMS 
FERRANIACOLOR is the latest and most thril- 
Ss a E photo aphers, yielding Cesoafel tre Geanpapension ta 


ferraniacolor 


natural colours. Ferraniacolor can be easily proces- 


a 


. 
MERCURY * EXHIBITIONS 
r DISPLAYS 
DISPLAYS , SILK SCREEN 
LIMITED . PRINTING 
WORKS & ADMINISTRATION ° AND 
EASTWOOD STREET, S.W./4. 
Tole: STREATHAM 4245 e PERSPEX 
HEAD OFFICE e FABRICATION 
177i, NEW BOND STREET, W.1. 
Tele: GROSVENOR 671i — 
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are being processed by a centralised laboratory. 7 
Ferraniacolor flims are available in 35 mm. 20 exposures, - 
in cassettes @ 11/44. plus 3/tid. meen 4 
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Trade and Technical Press Viewpoint 


Self-selection—the key 
to hardware displays 


PIECE of advice passed 

on to his colleagues in the 
trade by the manager of an 
ironmongery and hardware 
shop, through columns of the 
Hardware Trade Journal, 
should lead to increased sales 
of national women’s maga- 
zines, 

H. W. Bagley, manager of 
Carling, Gill and Carling Ltd., 
of Guildford, Surrey, whe have 

experimenting with self- 
selection selling, says he 
noticed that housewives are con- 
stantly asking for gadgets they 
have seen written about in 
women’s magazines. Every week 
therefore he buys and reads all 
the ladies’ journals to inform 
himself about future demand, He 
writes that, as an example, he 
thought a mop priced at 14s. 11d. 


would be too dear—but it was 
well publicised proved a 
“winner.” 


This retailer's remarks were 
contained in a feature article on 
the question of new display 
methods. An editorial comment 
pointed out that the success of 
display methods that are new to 
the retail hardware trade de- 
pended on a number of factors, 
most of which, fortunately, the 
ironmonger can himself control. 

It goes on: “Because display 
space is valuable in every size of 
hardware shop, it is essential 
that only quick selling 
should be used for this purpose. 
They should carry a g margin 
of profit—this is more important 
to the large shop, where possib! 
one salesman could have a full 


lines 


By SCRUTINEER 


time job manning a special dis- 
play site. 

“Some readers may say that 
these points are academic be- 
cause they have no intention of 
emulating the chain stores. That 
is all very well for the man who 
specialises in agricultural iron- 
mongery only, but anyone in a 
town with store competition 
should consider any means of 
stopping the drift away to the 
stores, This can be done by 
adopting a positive approach. 

“It has been proved that 


more kitchen tools and gadgets. 
Most sales are made on an 
impulse, the shopper buying 
what she never intended to, 
simply because hundreds of 
different hardware lines were 
displayed in glass partitioned 
rows—easy to see and handle.’ 
4 * at 
A recent quarter-page adver- 
tisement in this same journal 
had a touch of novelty about 
it. In bold type readers were 
told: “The first advertisement 
in the Hardware Trade Journal 
for John Ireland (Wolverhamp- 


ton) Ltd.” Then came this 
message : “Mr. Weaver, the 
Midlands yy of the 
H.T.J, says that his journal is a 
good advertising medium. We 

lieve him. e also believe 


that pressure diecasting is some- 
thing that we can do very well 
indeed. Believe us—and write.” 

At first, I thought this was a 
flashback to an advertisement 
inserted in the journal way back 
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IFUR DEALERS EVERYWHERE - 


\* RE PERSIANS STOP BEST POSSIBLE DRESSING AND DYEING 


ESSENTIAL STOP GEORGE RICE PER-FEC-SIAN OUTSTANDING) | 
STOP INSIST ALL PERSIANS IN FUTURE DRESSEDSAND DYED 
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Considerable advertising impact can be obtained through the use of 


loose insets. 


The above imitation telegram giving information of 


one firm's types of fur and measuring some 20 in, by 12 in. was 
carried as a loose inset in “Fur Record.” 
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in the pw but there is nothing 
to confirm this. 


* * * 

ih WAS recently revealed in 

Fish Friers’ Review that 
nearly 5,000 shops in various 
parts of the coun are now 
using point-of-sale display 
material featuring the “Whisper- 
ing Fish” and tying-up with the 
advertising campaign being run 
by the hite Fish Authority. 
Mid-November figures showed 
that the display material had 
been bought by 2,600 fishmongers 
and 2,150 friers. 

The journal says travellers are 
still going their rounds, intro- 
ducing the display material to 
more shops, but it looks like 
being a few months yet before 
all areas will have been visited. 
One contributory reason for the 
slow progress, it is stated, is that 
the traders visited like to talk 
gee they are not busy at 
the time) not only about the 
advertising campaign, but about 
a thousand and one different 
aspects of the trade and the 
industry. Readers are asked to 
help rectify the position by not 
detaining the travellers in future. 

As a of 
1E suggestion that painters 
and decorators should use a 
little more imagination in their 
advertising conjures up in my 
mind visions of a change in 
the “Trade Notices” columns of 
the local press which I had 
memjenrce | considered somewhat 
too much to expect. Week by 
week, year in and year out, 
these unimaginative classified an- 
nouncements go forth ‘as _ the 
only effort in most cases to pub- 
licise the business. So often, 
even the undertakers’ announce- 

ments put them to shame. 

From personal experience, | 
know that when one wants a 
plumber, painter or a man tc 

ir the fence, it is a toss-up 

which of the firms appearing 
under “Trade Notices” to ring; 
the sameness of the announce- 
ments is completely unenlighten- 
ing to the person who wants 
service. 

In the Journal of Decorative 
Art and British Decorator, Allen 
Exley makes a plea to decorators 
to bring topicality into their 
announcements. He s ts a 
tie-up with television, “which 
certainly attracts the types that 
decorators wish to cultivate.” 

Among his suggestions for 
brighter, topical small advertise- 
ments to be linked with TV pro- 
grammes are these: 

“What's My Line?” 

Our particular iine is to 
create schemes of decoration 
that will bring beauty and 
charm into your home, that 
will make it a pleasure to live 
with and the iration of all 
your friends. 

“Down You Go” 

To succeed in achieving the 
right atmosphere in your 
home, “Think first of your 
walls, for they are that which 
makes your house a home.” 
And when you think of your 
walls and redecoration, you 
will naturally remember that 
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THE BUILDING SOCIETICS 
ASSOCIATION 


The new cover design introduced 
last month (see top) was the third 


since the present format was 
adopted y the “Building 
Societies Gazette’ in 1930 


Middle illustration was the design 
last November. Bottom, for 
March 1947. 


we are at your service to offer 
suggestions and schemes for all 


types of interior decoration 
and ca out your work in 
very taste. 

“In The News” 


You don’t have to be in the 
news to have a charming and 
tasteful home. The first essen- 
tial of a lovely home is the 
correct background to your 
furnishings. May we suggest 
the appropriate decorations for 
your particular room 
carry out your work, as 
always, in impeccable taste? 


CE a . a A b= 
4 a Pa a _— 
: Pe = Fepruary 11, 1954 
ZN : m 
bes geist THE AUEDDING SOCIETIES. 
van | GAZETTE: 
7 4 , iy ae ” vl] 
: i. a or 
yi a} : oe 1 ae a Zh 
A a “a: - " aa 3 
F 4 ey ar ‘i a a 
Fa 3 o 
Vax a n 
Nugi 3 LwE 
he BU NG 
;  SOGHBFIES’ 
ae - GAZETTE 
: ie. 
; ; self-selection can help sell m i. * 1 — 
| more ironmongery and Te gel 
builders’ hardware as well as eo oe 
| aE 
sf 
BU AM G 
a  SOGRFIES 
Po _ GAZETTE 
y a Wee “i hindi a 
{! \. a ; ern — . 
~ ee . OY a “ ae , 
hs: SEs 4 
oY oe es : de 
: | 
: . ‘ = 
ee Sete ae. 2 a ae i: Meee 


ADVERTISER'S WEEKLY 


MEN’S WEAR 


(14500 Weekly) 


The Retailer's premier trade weekly in the 
Clothing and Outfitters trade. 


Head Office 
KING'S BOURNE HOUSE, 229/231 nich HoLsoRN, LonDON, W.C.1. CHa 6291 (6 LINES) 


Branch Offices ; 
MANCHESTER + LEICESTER ~- LEEDS + GLASGOW - BIRMINGHAM ~- BELFAST 
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FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.1 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


The publications issued b 

Birmingham, are in gener 

of the opinion that, in this case, the ship has been spoiled for a 
hap’ orth of tar. 


TRA MSMISSION EQUIPMENT 


Rapid Magnetic Machines Ltd., of 
very good. Roger Darcy is, however, 


Technical Print Review 


JN THESE days of increasing 
competition, both nationally 
and internationally, it is desir- 
able that publicity material 
should be wholly modern and 
not give the buyer the impres- 
sion that there is something 
old-fashioned or amateurish 
about the firm he is contem- 
plating as a supplier. 

It is still true to-day that some 
brochures and “a ~ ets seem to 

drawn up by the managing 
director’s nephew or by the office 
boy. This need not be so when 
there is a itive army of ex- 
perts wai to help indus- 
trialists to produce slick, sleek 
selling aids. 

With this in mind we turn to 
this month’s offering of tech- 
nical print. I have written be- 
fore t it is not necessary for 
such printed material to be dull 
and unattractive. I now add 
that the publicity and -— vias 

essions have 

ts that it is orga necessary 
for it to be badly produced in 
any way. 


Most efficient air 


First, we will take the series of 
ublications put out by —_ 
agnetic Machines Ltd., of Bi 


Easy-sliding 


Hard selling demands 
slick, sleek aids 


By ROGER DARCY 


mingham. These in are 
very good and I am sure do their 
job well. If I criticise minor 
points it is in an endeavour to 
make them even better. They 
are usually printed two colours 
and excellent use is made of sans 
type of various families, half- 
tone blocks of machinery are 
cut-out and clear and good use 
is made of tinted backgrounds. 
In all a most efficient air is given 
off by these booklets which cover 
magnetic separators, clutches, 
brakes and clutch brake com- 
binations and equipment. 


I think the solid “Rapid” trade 
name is well presented, although 
I think a much better design 
could be obtained for the word 
“Magnetic.” My main criticism 
is that the designers of these jobs 
spoil the ship for a hap’orth of 
tar. In the publication dealing 
with clutches and brakes there 
is a sectional diagram of an 
electro-magnetic clutch. As one 
who is not expert in these 
matters it seems a | 
peceney done to me, but the 

ttering is poor. Either this 
should have been done by a pro- 
fessional lettering artist or the 
words should have been set in 
type. I show the spread above. 


@ Continued on page 303 


A page spread of the Powers-Samas catalogue which was praised by 
Roger Darcy in his last technical print review (“Advertiser's Weekly,” 
January 14, page 88). 


Very attractive girls are shown operating 
the equipment. 
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PAINT 


The Paint, Oil & Colour Journal is 

the most popular and the best in- 

formed publication in these indust- 

= It is read by all the technical 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 

more than three hundred regular 

advertisers representing every sec- 

ee of the oe, 6: a — 
tive advertising medi 


JOURNAL 


Your next appro iation should 
include The Oil & Colour 
Journal. Ol lly 
finden E to 83-6, Farringdon St., 

E.C.4. Phone: City 4788/9 


the plumber 


is in the news 

and “The Plumber & Journal of 

Heating ” is always in the news what- 

ever the weather—it is the foremost 

technical journal for reaching the 

trades for which it caters, with the 

finest selling record for manufac- 

turers’ products for services. 

Ask for details or your client’s next 

scheme from 

DALE REYNOLDS&CO.LTD., 

32 Finsbury Square, London, E.C.2 
MONarch 1541/2 


The really 


technical illustrations 

need the attention 

of specialists . 
COMMERCIAL & TECHNICAL ARTISTS 


100 STAPLEFORD ROAD, LUTON 
TELEPHONE 33/2 


GIANT ENLARGEMENTS 
up to 80 sq. ft. in one piece 


The Autotype Co. Led., Brownlow Rd. 
London, W.13 EALing 269! 
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© TECHNICAL PRINT REVIEW -continued 


ie : eceenrte “mere 
ati ¢ 


In this production Bakelite Ltd. have used Gill sans very skilfully for 
tables and — but have used Plantin for the text. 
lieves this to be a good mixture. 


On the right is a well designed 
printed layout, on the left is the 
diagram which has a distinctly 
amateurish air. Don't you agree 
with me? There is also an un- 
evenness of quality about the 
small line drawings which appear 
in these publications. One is 
slick and professional, showing 
an obvious executive in a draw- 
ing room agreeing that “Rapid” 
have the experience. Another 
showing a chemist at a bench is 
sixth-formish. 


printer a 


Now we come to a very slick 
job put out by Bakelite 


entitled “Mouldings in Bakelite 
Materials.” 

While sans type is at its best 
in industrial printing it is still 
large 


not a good face for 
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Roger Darcy 


amounts of text matter because 
it is tiring to the eye. It is best 
for captions or short explana- 
tory pieces. Bakelite have there- 
fore used Gill sans very skilfully 
for tables and headings but have 
used Plantin for the text, and a 
very good mixture it is too. 
With a smart varnished cover, 
printed black and brown, with 
plenty of white space inside and 
excellent cut-out half-tones, this 
= deserves full marks. 
effect on a reader is much 
the same as that when viewing a 
slick moulded job such as one 
of the radio sets or electric 
razors shown in the panes 

“This is a smart, easy-on-the 

by smart people.” 

klet was produced by the 
Marketing rtment of Bake- 
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“THE INDUSTRIAL HEATING 
ENGINEER” reaches all who 
are responsible for the heating, 
a conditioning and ventilation 
of INDUSTRIAL Works, Institu- 
tions and Public Buildings, etc. 


JOURNALS OF INFLUENCE and 


PULLING POWER 


Devoted to reducing fuel costs 
“THE STEAM ay vy H- “s the 
foremost medium for 

steam power ~ an 
auxiliaries. 


JOHN D. TROUP LTD. 


LONDON, W.C.1 
Phone : CHAncery 7856/7/8 


lite Ltd., was printed 
Kennerley Press Ltd. 

The copy of the Crossley 
Chronicle, edited and published 
by Crossley Bros. Ltd., oa 
shaw, Manchester, which I show 
here, has very little wrong with 
it, except a faintly old-fashioned 
@ Continued on 

page 304 


Although conced- 
ing that there is 
very little wrong 
with this Phew «i 
tion from Crossley 
Bros., Ltd., ae ool 
Darcy remarks that 
it has an air which 
does not harmonise 
with this era of 
© tough __ selling. 
' Without being in 
> _ the least bit unpat- 
' lotic his view is 

that the cover 
' design, reproduced 
" here, is definitel 
out-moded, Surely 
smart looking 
cover showing one 
of Crossley's en- 
~~ would have 

m more to the 
point? 


ae 


THE MERCHANT SHIPPER 


The Journal ai “ae poe rng. 


Regular articles 
ae Packing, 


on Coat, Finance, Law, 
Sea and Air Transport. 


if your product or service is of use to the Export 


Manager then use the 
Shipper. 


Send for a specimen 


advertising columns 


of The 


copy and rate card to: 


The Merchant Shipper, 26/28 Billiter $t., London, E.C.2 
Telephone Ne. Royal 5322 


BULLETIN, 


ee METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W.! 


A reliable medium or HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


- 
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© TECHNICAL PRINT 
REVIEW -continued 


Two booklets recently issued by 
“Machinery” are smartly and 
opeelegey produced in Roger 
arcy's opinion. But isn't the 
title lettering out of date? 


air, which does not quite tally 
with this era of tough selling. 
For one thing, without being the 
least bit unpatriotic, I thought 
the cover showing the Union 
Jack on a drawing of the British 
Isles was definitely out-dated. It 
is unlikely to draw many sales 
from abroad. Surely a very 
efficient, smart looking cover 
showing one of Crossley’s en- 
gines would have been more to 
the point? Inside there is a 
mixture of Trafton, Gill sans and 
Go Old Style (not too happy) 
and the quite effective half-tone 
cut-outs are surrounded by a lot 
of airbrush work, which is 
rather dated. 


A smart orcduction 


Finally we come to two book- 
lets put out by Machinery, the 
journal which deals with metal 
working practice and machine 
tools. ie (with green cover) 
deals with editorial, circulation 
and advertising and the other 
(red cover) with photographic 
and publicity services. In a 
pocket at the back of the first 
are various advertisement rate 
yares and a buyers’ guide order 
orm. 


I find only one incongruity 
and that is the rather out-of-date 
title lettering for “Machinery.” 
In conformity with the contem- 
porary design of their publicity 
material I suggest to the pub- 
lishers that they get a more 


Reaches an in- 
fluential section [4 


3 of professional Ef 
for practising 3) 
solicitors. 4 a 
J02.FETTER LANE EC4 CHA 6855 


THE 


SOLICITOR 


A leading Journal for Solicitors 


RINTING| 
ORED 


THE ONLY TRADE WEERLY 
329, HIGH HOLBORN. W.C/ 


lead. ua 
PAPER | tepriming and” 
and papermaking— 


extensive circulation 
among big print 
users 


PRINT 


329 High Holborn WC: Hol 7759 


he 


BRUVIML PINKMIAUIN 


The technical journal for the 
Pharmacist and Pharmaceutical 
buyer either overseas or at home. 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
*% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


PASSENGER 
TRANSPORT 


* 

Your pb. > Ag 

reaches operators manufac- 

turers of the world’s largest road 
vehicle fleets—every week. 


* 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


J.D.A. 


The Journal of Decorative 
Art & Gritish Decorator 


The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMPFORD HOUSE © MANCHESTER 4 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1445 COLEMAN 5T., LONDON, £.C.2 
Tel.» MONerch 1995 


RECORD 


Founded 1886 
The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL 8ST. LONDON WC2 
Tel. TEM 5524/6 


* THE PAPER MAKER 


* THE PAPER BOX AND 
BAG MAKER 


PHILLIPS’ PAPER TRADE DIRECTORY 
OF THE WORLD 


S-C- PHILLIPS & 
Co LTD 


@3 TUDOR ST.LONDON.EC4 


PAPER @) TRADE 
’ Pm FEV EW 


A.8.C. MEMBER 
HIGH HOLBORE 
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it and efficiently produced, with | —EE 

“a varnished covers. Inside thee ooo 

eS 4 is a preponderance of Bodoni 

a : and hand lettering, but I did 

‘ not think this lettering was 

x too good. The colour work is ers = =e ae 

2 Seco | em | 

iy t = = : =_——= = | 

: modern title piece—either drawn — ae ee 

ee or by using one of the many 

fy attractive typefaces now ; 

le available. —_—_—_—_——_———————— — : : 
—— “ Ce 0 a ee ee 


FEBRUARY 11, 1954 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 

Circulated to afl Public Health 
Departments, Hospitals, Clinics, etc 
TAVISTOCK HOUSE, 
SQUARE, LONDON, 

EUSTON 3923 


MUNICIPAL 
ENGINEERING 


founded 1874 
The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


The oldest established 
monthly musical periodical 
HAS THE EAR OF THE 
MUSICAL WORLD 


World's Leading Journal 
Best Magione ad Sonttetion 


THE JOURNAL OF THE a 
Royal Sanitary Institute 
90 Buckinghom Palace Road, $.W.1 

Circulation 10,266 ABC 


GAS JOURNAL 


Newspaper and expert technical 
A. 


The 
WOODWORKING 
INDUSTRY 


The technical Journal of 
the timber using industries. 


180 Fleet St., London, E.C.4 
Tel.» CHA 8844 


oft aeview, tTo., 


FOO0 TRA we 
» GARnice greeet LONDON, 


LUBRICATION 


The Essemtie! Complement of Power end Production 


THE ONLY Independent journal devoted 
to LUBRICATION 


Read by Works Engineers, 
Machine Designers, 

Com Executives, etc., 
ALL OVER THE WORLD 


PUBLICATIONS 
3 CLIFFORD STREET, 
LONDON, W. 


Telephone : " "REGene 7996 


School & College 
Management 


the best medium 
for selling equipment to | 
Schools and Colleges 
SCHOOL MANAGEMENT LTD., 


18 YORK BUILDING, LONDON, W.c.2 | 
TRA/folgor 1388 


MUNICIPAL 
ENGINEERING 


The 
MUNICIPAL 
JOURNAL 


founded 1893 


Journal read in every local 


government department. 


3 Clements Inn, W.C.a 


HOLborn 2827 


Meat Trades’ Journal 
Weekly net sales exceed 
31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


| 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Lecal Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Seuthampton Row, WC! 
Telephone : Holborn 0452 
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The new 
same 


type books contain the 
‘ata as the cabinet. 


New aids for the 
typographer 


A NEW working tool for the 
typographer has been in- 
troduced by the Nickeloid 
Electrotype Co., Ltd., in the 


| form of a typeface cabinet and 


type book. 

Printed on a pure white ivorex 
board with the corners rounded 
to avoid dog earing as much as 
possible, the sheets display each 
size of type of each t ace in 


| its complete entity with side 


rules to — the poneee of 
the typeface on its own 
Practically all the body face 


| are shown with examples 


popular size types from 6 to ro 
point size types, with a casting- 


| off table at the foot of each 


page. In all there are 146 sheets 
printed both sides, the whole of 
which is summarised by a type- 
face synopsis enclosed with each 
cabinet. 

The type book, although a 
separate production, contains the 
same information as the cabinet 
and has been bound with a 
plastic spine to ensure a fat 
opening. 

Research carried out by the 
company made it apparent that 
there existed a need for two 
separate catalogues, one, for the 
typographer who has constant 
need for the sheets as separate 
items, and another where less 


_ frequent use is made of the con. 


tents and the compactness of a 
book is better for handling. 


Good Photography 


Monthly—for all 
amateur photographers 


Get Court, Meet Street, LCA 
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THEY WELCOME 
OUR AD MEN 


managing i of C.P.V. 
en? and director of C.P.V. 
irst, the people on the Conti- 
nent ww all classes are working 
harder and on ae cases more 
efficiently people of 
Britain. Secondly, Oeritieh market- 
ing and distributing 4 
be of enormous help to 
AA 


acturers in selling their goods 


men, hoteliers, 
teurs and travel agents on the 
Vantinent extending a generous 
welcome to representatives of 
British advertising,” he tells me. 


“These people know how noes 
tant the advertising +5 
ie — " 


He fell onhis feet! 
BRAVING been parachuted into 


— lake at Tatton PP ark, into the 
during the invasion of Sicily 
(both accidentally) and on lend at 


Arnhem, George Wynn 
has now fallen on to his feet as 
cunioer. publicity representative 
with Thomas French Sons, 
Ltd., the Rufflette people. This is 
a far happier ending than any of 
the ly =z penneeary the Arnhem 

was wounded in 


so bad that he lost half of his 
14 stone. Small wonder that he 
tried to escape, but only got to 
Hanover before he was recaptured. 

After the war, Mr. Wynn joined 
the C.W.S. film production unit, 
first on the technical, then on the 
publicity, side. This experience 
should prove very useful to him, 
as much his work will consist 
in giving lectures, backed by film 
str to women's organisations, 
~ yt -& talks and so forth. 


Natal. It was produced in aid of 
the Umlazi Mission Hospital Week, 


1.C.1. Exhibition 
CANCELLED 


The Exhibition of “1.C.1. Plastics in Advertising 
and Display”, due to open at the Tea Centre, Lower 
Regent Street on February 15th, has had to be 
cancelled owing to the strike of electricians employed 
by the exhibition contractors. 

It is hoped to hold the Exhibition later in the year. 


IMPERIAL CHEMICAL 
INDUSTRIES LIMITED 
LONDON, S.W.1 


and contains a number of interest- 
ing articles. But the point of 
interest to us is that each page was 
sponsored by a separate advertiser, 
whose advertisement—about an inch 
in depth across += foot of the pape 
—appears under words 

page is sponsored =: _ 

‘he brochure was passed on to 
me by Frederic Morena, founder 
secretary of the Infantile Paralysis 
Fellowship, a voluntary body which 
does a great deal of good for 
sufferers from polio oughout 
Britain. He tells me he would like 
to have a few more advertisers to 
sponsor, on similar lines, the news 

s of the /.P.F. Bulletin, which 

edits and which goes to 15,000 
members every month 

address of the LPF. is 

Great James 

Sod Incidentally, Foote, 

Cone & saees & Ay ow public 
relations for the I 


Versatile Gloag 


IN BETWEEN a director of 
Pritchard, Wood 


decoration, 
architecture, 


I have not yet had time to read 
his latest thriller, Slow (Cassell, 
10s. 6d.), which will be 
in an early issue of this journal. 
Apparently it is about a +g K 
scientists who - = 
gaged on research that ma "being 
the world to disaster. “ 

This is Mr. Gloag’s 47th book; 
the first was published in 1926. 


* 7 * 


Ir VARIETY is the spice of life, 
Mary Lewer, the new sales promo- 
tion manager of D. H. Evans Ltd., 
must be a very happy woman. Bom 
and educated in Aberdeen, she 
obtained an M.A. (einen). < apes 
at the University ther 

been taking part in broadcast lave 
since she was 16. While still a first 
year undergraduate at Aberdeen the 
Scottish B.B.C. asked her to try her 
hand at writing a feature programme 
on the history of Aberdeenshire. It 
was a success and several other 
feature programmes followed. 

Then she entered journalism on 
an Aberdeen weekly newspaper. 
The women's page was her particu- 
lar responsibility. 

All this experience paid dividends 
when after three years in the 
broadcasting division of the war-time 
Ministry of Information ff - > 
suaded L.C.I. to appoint her 
first works relation officer. 

Marriage meant resigning from 
this job and—in her own words— 
she vegetated for b., next four or 
five years except for an 


a junior account executive. Then 
came another idea. She took up 
training as a beauty 


Th 4 y cooking ies gave 
_~ “Kitchen Front 


and “travel (he as visited visited = 
Spain, 


Ry os Gemnasy 
* a * 


TAKING over the 

of Thomas Swarbrick Lid} firm 
which lost its founder in a car crash 
not long ago—Oliver Lawson Dick 
was educated at Westminster Schoo! 
and Christ Church, Oxford. He 
has been connected with public 
relations since 1942, when he was 
one of the four members of the 
ae a Rationing En- 


ot gs Si a oral = 
i} ar ts 
Lord Pakenham. Subsequently Mr. 
Dick worked as personal assistant 
to the director public relations 
at the Board of Trade. 


publications division and editor of 
Esso Magazine. } 
Mr. Dick has worked in public 
relations both in Europe and the 
U.S.A. and has written a number 
of B.B.C. features (the latest being 
a a phy of Robert 
rt 
“Aubrey’s : 
enjoyed a great success both 
Europe and America. 


Medal from France 
FROM the French Consul at 
Bristo! 


ing him that he has been 

the Medaille de Viewel” 

Reconnaissance Francaise by t 

French Government for his service 

to France ening, & past 25 years. 
that Mr. Hindle 


launched the 

Bristol. He also helped to develop 
trading links between Bristol and 
Rouen, and accompanied the civic 


pecty fo to | l 4 o 1932 for the 

Arc centenary. Since 
he Smee , Hk secretary of the 
Bristol-Bordeaux Committee in 1946, 
a children have taken part in 
annual exchange visits between the 


two countries. 


Contact 


WEEK'S WISECRACK 


“Our first shot in the direct 
mail campaign for the 
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AN ae , talk in “Women’s Hour.” She also 
: ~; (ee hg > attended a course on industrial rela- 
, Be is tions for one year at Cardiff 
i. A ~ % University. 
* ‘7 _ After this she entered advertising, 
re V BEE tj 4 beg = ) & | "* joining Frederick Aldridge Ltd., as 
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advertising experience in Europe, prison normally used for Russians 
' what are the chief impressions near Hanover. Here the food was 
{oa ined by David Geoftre 
| itis After the war, during which he 
served in the Royal Air Force, he 
var: — a . Ss a 
t . . = ormation > public relations 
va, ee ee department. During his five years 
bee &. Gies has With Esso, he was head of the 
ie - mt cir own countries . aennaed to 
: ats. In all my travels, | found * * * * ae | write a great 
. , . many books 
SOMETHING new in speneendhip ‘ on a great 
gay is to be seen in a brochure from many subjects 
“— <i a a . a town - plan- 
a. ning, and 
‘ -! others. Hehas 
| ee also written a 
- € > number of 
thrillers that 
‘ have earned 
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’ " public relations and development 
+ Officer, has received a letter inform- 
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usE YOUNGER’S 


FLAT RATE FOR NATIONAL ADVERTISERS: 
FILMLETS: 22ft. + [USsecs. +* U8/-per week 
FILMS: SOft. *¢ 33secs. © 25/-per week 


OVER 1000 CINEMAS TO CHOOSE FROM 
(One third of independent cinemas in the country) 


Full colour: 
Black and white: 


Black and white with 
colour : 


Full details from: DIRECTOR OF NATIONAL SALES 
YOUNGER PUBLICITY SERVICE LIMITED + 28 ALBEMARLE STREET - LONDON WI + HYDE PARK 6593 
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Salesmen should 
concentrate on 


It's a waste of expensive manpower 
when trained salesmen spend 
their time ‘' cooling their heels *’ 
in reception rooms. 


You can save the time of your 
salesmen and let them concentrate 
on selling by opening the doors 
for them in advance—by pre- 
selling their prospects beforehand. 
If you sell to Industry such things 
as Safety and Welfare Equipment, 
Canteen Services and Labour- 
saving systems you can ensure 
interest in your productinadvance 
of your salesman's visit by adver- 
tising in PERSONNEL MANAGE- 
MENT, WELFARE AND INDUS- 
TRIAL EQUIPMENT. 


This is the Journal which reaches 
the executive grades in Industry— 
the men who are interested in 
increasing efficiency and economy 
in Labour-handling—-the men who 
can buy your products and ser- 
vices. Open the doors for your 
salesmen by advertising in this 
effective medium. 


The Journal 
which opens doors 
and keeps them 


open is 


PERSONNEL MANAGEMENT 
WELFARE € 


"INDUSTRIAL ‘EQUIPMENT 


RING CHANCERY 8844 FOR RATE CARD & DETAILS 
SHAW PUBLISHING CO. LTD., 180 FLEET STREET, LONDON, E.C.4 
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Exhibition stand costs fall: 


ee 


FPespruary 11, 1954 


Government refuse inquiry 
“VARYING TENDERS AVAILABLE,” LORDS TOLD 


construction by obtaining com- 
petitive tenders, said Lord Man- 
croft in the Lords last week. 

A question had been put asking 
if the Government would insti- 
tute an inquiry into the cost, 
procedure and practice of erect- 


New overseas 
radio and TV 
organisation 


Overseas radio and television 
representatives in London have 
grouped together to form an 
association, known as O.B.R.A. 
(Overseas Broadcasting Repre- 
sentatives Association). 

Members include news corres- 
pondents, commentators and 
manent broadcasting officials, 
employed in this country by 
radio and television organisations 
of the Commonwealth, Europe 
and the U.S.A. 

The chairman is A. Milhado 
(Netherlands Broadcasting Cor- 
ge the vice-chairman is 

W. Bearup (Australian Broad- 
casting Commission). Other 
members of the committee are 
Dr. E. Adam (North West Ger- 
many Radio), T. Haller (Swiss 
Broadcasting Corporation) and 
Mrs. W. arner (Norwegian 
State Broadcasting), who is sec- 
retary and treasurer. 


Got the hump 


The names of 10 manufac- 
turers who are alleged to have 
advertised as wool and camel 
hair coats or cloth which have 
contained only two or three per 
cent of camel hair are to be sent 
to the President of the Board 
of Trade (Peter Thorneycroft) 
by Miss Eileen Burton, the 
Labour M.P. 

When she asked him in the 
Commons if he knew of the 
offences he said he did not. But 
he said he would value any 
communication from her. 


ing stands at Olympia, Earls 
Court and other big exhibition 
centres. 

Lord Mancroft said the 
Government had given the matter 
very careful consideration, but 
on the information before them 
they did not consider it necessary 
to institute such an inquiry. 

There was keen competition 
between stand contractors. 
“There are, for example,” said 
Lord Mancroft, “more than 30 
firms on the list of contractors 
who are invited from time to 
time to tender for the construc- 
tion of official stands and exhibi- 
tions. These tenders vary con- 
siderably in amount.” 

He understood that the cost 
of erecting these stands went up 
steadily after the war, but be 
lieved that in the last year or so 
the price started to come down. 


The McConnell 
story 


The background story to The 


ag tion of Advertis- 
ing Services is given in a é 
booklet issued by the gr 1T- 
man, Charles McConnell. 


mit includes a double-page s read 
of advertisements produ 
McConnell’s which have eppeeres 
in news; throughout the British 
Isles, oa a similar selection of 
illustrations of direct mail shots, 
technical advertisements and litera- 


ture, 

Another page explains “How a 
successful advertising campaign is 
carried out” under the headings of 
preliminary briefing, research, objec- 


tive and strategy, " planning, pro- 
diction ae ra) and analys- 
ing the results. 
ae! 4 now four McConnell 
don, Derby, Colwyn 


Ba and’ and — 


PLANS FOR 40 HOUSES 


Plans for 40 new houses, together 
with +y¥-3T Specifications and 


guides to their equi mt are con- 
tained in the edition of 
Odham’s Ideal Home Book of 


Plans, price Ss. Of its 140 

lus covers, nearly 90 are occupied 
advertisements, many in colour. 

from every type of buil me pestenal 

and home equipment man 


‘Greater rewards’ for ingenuity 


“Good material is the founda- 
tion of good publicity, but it is 
the ingenuity of the publicity 
manager in making the maxi- 
mum use of the material avail- 
able that brings the greatest re- 
wards,” J. H. Everest, of the 
Globe News Service, told the 
Scientific Instrument Manufac- 
turers’ Association. “Only from 
time to time does a _ really 
original story come into the 
hands of the publicity depart- 
ment; but that one story can be 
written up from many different 


angles. The effective solving of 
a certain important problem of 
manufacturing technique, for 
instance, may be of interest not 
only to the industry concerned, 
but possibly to the electrical in- 
dustry, the chemical industry and 
the civil engineering industry. 
With the assistance of four 
different experts, each viewing 
the subject from a different 
angle, the same material may be 
used quite independently to reach 
four entirely different audiences, 
an example of effective publicity.” 
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We Hear 


two the Mid- 


decided in favour of circulating in 
their area the “One for the Road 
may be One for the Grave” road 
Licensed Vic- 


New clients for Greater London's 
Greater Press are Solo Orchards 
Ltd. (Mason-Peacock), Sherley & 
Co., dog tablets (G. S. Royds), and 
C.W.S., paints and brushes. 

a ca * 

At the annual meeting of Harro- 
gate Chamber of Trade it was 
Stated that a fund to help the 
corporation in its expenditure on 
advertising had reached £241. 


Bd * K 
Aan, rights at the new 
Royal Well bus station in the town 
are estimated by Cheltenham 
ration as likely to produce 
a year. 
a * ok 


Barmouth’s 1954 guide book is 
a record size and advertisement 
revenue will exceed £600. The 
town’s publicity association has 
decided to spend £200 on press 
advertising for the town this year. 


Just 


Already 1,200 oppmcattons have 
been made by exhibitors for stands 

at next year’s Fancy Goods Fair. 
This year’s Fair broke all records, 


‘ancy! 


with orders worth more than 
£6,500,000. 
pd Ea 
The Metal Box Co., Litd., have 
bought the Leicester factory of 
a Bros., Leicester, printers on 
* + a 
John Robinson, of Dale R ds 
Publicity, has been appointed press 
officer for the Laundry, Dry Clean- 
ing and Allied Trades’ Exhibition 


to be held at Olympia, July 8-17. 
a * * 


D. A. Goodall Ltd. have been 
inted sole representatives in 
reat Britain for the Mitchell Press 
Ltd. of Vancouver, B.C. 
a ce * 
Bentalls of Kingston-on-Thames 


are running a “Do It Yourself” 
Week with special displays of 
articles of interest to the handy 


man and woman around the house. 
It was opened on Saturday by TV 
personality Jeanne Heal. 


PRosy outlook 


The need for the appointment of 
a P.R.O. was stressed at the annual 
meeting of the British Flower 
Industry Association. 

cK a * 

Burnley Town Council has 
decided not to lift its ban on 
advertising relating to intoxicants 
and gambling on the town’s buses 
and has decided to continue its 

resent agreement with Frank 

ason and Co., Ltd., which pro- 
vides for interior advertising only. 
ok * 

Aberdeen branch of the National 
Federation of Newsagents, Book- 
sellers and Stationers have made 
an unsuccessful attempt to have 
. ty == of newspapers, maga- 

a | periodicals by street 
— a The magistrates 
would take no action in enforcing 
a ban on _ displays, which 


peaeae alleged violated a local 


law. 


Publications News and Notes 


Big plans for 
‘Literary Guide’ 


Literary —— founded in 
1885, announces plans for expan- 
sion. It has been completely re- 
designed and, beginning in April, 
it will have more pages, a pic- 
torial cover and will be illust- 
rated throughout. The price will 
be one shilling monthly and a 
national sales promotion scheme 
is now being planned. 

The policy is to be broadened 
“to attract thoughtful men and 
women who wish to read clear and 
balanced summaries of what is 
happening in the world of ideas, 
what new horizons are being 
opened up by science, and what 
impact this makes on public affairs 


and daily life.” 
From the April —y i it will be 
‘o> med » 4 erbert I. Thompson 
Rathbone has n 
appointed advertisement manager. 

a * co 

The circulation of Photoplay, 
ag yy by Argus Press Ltd., for 
the last six mon 1953 was 
230,019, compared with 182,761 for 
the last six months of 1952. An- 
other Argus Press publication, True 


Story and True Romances, rose 
from 408,201 to 423,771. A. H. 
Mclsaac, grou advertisement 
director, states 1954 advertise- 


ment revenue for both Photoplay 
and True Story and True Romances 
is running at a record level, and all 
full colour spaces in both publica- 
tions have been sold for the whole 
of the year. 


Ad page story 
Glasgow Evening News 
introduced a classified advertise- 
ment scheme offering 10s. 6d. to 
any user of a “small ad.” 
writes an acceptable story 
experiences arising out of 
the aor col > or 
tk 
Special “sorine Planting issues of 
Smaliholder will be published 
on March 19 and 26. 


aK * * 

Nearly a thousand manufacturers 
and distributors of garden requisites 
were featured in a key list b- 
lished in the Hardware a. of --< 
nal week. Another rote was 
devoted to brand names. 

a * * 

A folder being sent to advertisers 
and agents throughout the country 
announces the biggest print order 
ever placed for Men Only—over 
200,000 for the May issue. This 


will be the first issue in which 
London is merged with 
Men Only. There will be no 


change of rate for what will be an 
enlarged issue. A full-scale publicity 
a 9 being planned. 
* aK 

As with other Amalgamated Press 
publications for juveniles, no ad- 
vertisements will be carried in Jack 
and Jill, the new all-picture weekly 
for very young boys and girls, to 
appear next Thursday (price 4d.) 
and thereafter on March | and sub- 
sequent Mondays. It will have 16 
pages, printed gravure, and the 
outer and centre pages will be in 
full colour. It is being publicised 
in the Radio Times, National News- 

ent, by d.c. posters, window bills, 


showcards, full-colour leaflets in 
waunen's ines, and in leading 
Amalgama Press publications. 


February 24 issue of The Motor 
will be chiefly concerned with cara- 
vans and camping and will include 
a — buyers’ guide feature. 


of a 
Forty > re. of More- 
cambe’s 1954 Official Guide have 
lorecambe 


been printed by the 
Visitor. The cover design is in 
four colours, and the inside pages 
are printed in two colours. W M 
Marshall, Morecambe's 

manager, and J. Webster, 
works =e, | 
for the > pela 


A noice 
Almanac, 1 
with every copy 
(not Irish Times, as reported) on 
January 30. 

+ * * 

A single world-wide surface mail 
edition of London Calling giving 
advance programme information 
ew contained in Eastern and 

estern editions will be launched 
on March 25, not February 11 as 
incorrectly announced by the B.B.C. 
last week. 


publicity 
Visitor 

were responsible 
layout. 

tk * 

of the “Irish Field 

away 

Field 


ok a * 

For the first time ever, British 
Vogue Book has published 
a 68-page supplement devoted en- 
tirely to one industry—cotton, It 
has been included in the first issue 
for 1954, and 10,000 copies have 
been mailed by the Cotton Board 
to members of the textile trade 
manufacturers and retailers, 
over the world. The 45 advertise- 
ment pages include a six-page full 
colour portfolio by danny & 
Harvey, and 21 other colour pages. 


ADVERTISER'S WEEKLY 


Z 
3 
i 


years older than 
Se ee Se Bree ot 


c 


first copy 
which appeared in June, 1899, 
was 2 continuation of a 


‘i 


Atlas Publi & Distributing 
Co., hyn are “fauchina a new 
mont y magazine, Horoscope. 
first issue will be on sale at the 
end of next week. It will be 
the March issue which will have 
64 pages plus a full cover, 
selling at ninepence. 

a + *” 

Interplanetary travel is the theme 
of a novel rate card being sent to 
advertising agencies throughout the 
British Is y J. LE, Chappell, ad- 
vertisement er of the British 

m Journal. It uses the slogan: 
enture into space in the British 
Le ion Journal and be a of a 
lly good show!” The 
= a circulation of 100,000 and an 
estimated ey vy of one million 
members of the British Legion. 


Those who know 
best about 
advertising.... 


1+. SAY 


Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. ir 


&5 FENCHURCH STREET, LONDON EC3 Tel: ROYal 7141 


* Specialists in Print 


by Photo-Litho-Offset 
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By nine votes to | , 
Cheshire Road Safety Committee on 0 i 
“Furniture Record” has acci- : 
dentally discovered that it is 27 
tuallers’ Defence League took ex- = = _ 1 _ : 
ception to the poster. publicise this fact, using blow- 
rs * * ups of the first issue. ag 
A chance reference to an 
early spy of “Willings Press 
Guide” has revealed that “Fur- 
called the “Furniture Gazette,” 
back to October, 1872, : 
urniture and Decoration. 
two were incor- . 
porated under’ the more com- 
hensive title, “Furniture 
ae = 
a 4 
re nH + an ae. ; B.S ; a ae ; £ ry Bic ; 
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Crawford’s 
handle Burton’s 


W. S. Crawford Lid. are now 
handling the Burton account. They 
have held the account for the asso- 
ciated company of Jackson the 
Tailor for almost 20 years. 

A heavy campaign was launched 
for Burton's at the end of Jast 
week. On Friday there was a full 
page in the Daily Mirror and 13- 

by five column advertisements 

in the Daily Mail and the News 
Chronicle. 

Large spaces have been booked 


in many national newspa and a 
wide range of — 


: 
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ovis 
TREX is coming back / 


ok. ee ee 
YOUR PASTRY, PUDDING AKES 
AND FRIED POODS WiLL BF 
fvtn GETTER THAN MOTHER 


SED TO MAKE! 


This is one of the press advertise- 
ments to be used in a a n to 
be launched shortly by bby 
and Sons Lid. to announce the 
return of Trex cooking fat on 
May 10. A broadsheet cosiened by by 
their agents, C. Vernon 
Ltd., and giving full eee a of — rex 
publicity, has been mailed to 
rocers, The campaign will include 
avy advertising in national daily 
news s meeeras Ae Spaces in 
nati wee women's 
magazines, 


Posters on the 


heat 


To back the 
fompelgn for the “The Glenn 
Miller Story,” 4! Film Distri- 
butors have launched an extensive 
West End | need campaign. Two 
thousand ble-crown posters are 
being used on the Underground 
together with special solus sites in 
Oxford Street, Tottenham Court 
Road, Knightsbrid e and Coventry 
Street. Window a 8 tying up 
with the production 
featured in 10 leading West End 
stores, 


advertising 


GOOD EGG! 


rt of the P.R. cam 
y are handling for 
Packers’ Association 
. T. Ta 
have. founded 

(National Egg isrereses Serviee) 
to keep the r= and public > 
formed on al tters relating to 
British eges. 

A photo feature in The Star and 
news items elsewhere helped to 
launch the service last week. 

“A constant flow of mee ay Fd by 
post and L-— 4 is p tireods Seine 

received,” states W yleur. 


Crosbies big spaces 
for truth about jam 


Another “Tell them the truth” cam 
time for jam. Crosbies Pure Food 
powerful scheme to give the facts about Fresh 


The campaign follows the recent 
debate in the House of Lords 
the Clean Food Bill when rs 
complained of the use of sulphur 
dioxide in jam making and referred 
to “witches brew” 

As a start Cr s have taken 
four consecutive pages in the 

ry press. Press reports on the 
fords debate are reproduced. 

cam to the general public is 
outh and a full page advertise- 
ment which will appear in Picture 
Post on February 27 is illustrated. 
Large spaces in leading nationals 
and other weekly magazines will 
also appear around that date. 

The grocers are being told: ‘“The 
truth unveiled by our advertisements 
will surprise housewives. Thousands 
will change their buying habits.” 

The whole object of the campaign 
is to bring to the notice of house- 
wives t difference between 
Ordinary Jam (‘made from sulphur 
dioxide and preserved fruit, subse- 

uently dyed”) and Fresh Fruit Jam 
(“guaranteed to contain no artificial 
preservative or dye’). Smee’s Ad- 
vertising . are the agents. 

Footnote: Hovis recently aroused 
considerable interest when the 
a heavy 7 to “tell the 
truth’ about flour 


Provincial ads for 
new Spangles 


£1,500 Lux contest 

in the spring 

Intensive promotion is planned 
for Lux this year. One of the high- 
lights will be a £1,500 Lux trousseau 
competition in the spring which will 
be backed by ES advertising and 
point of sale displays. 

k and white advertisements 
year's 
it’s Lux- 
in full 
pages in the Radio. 
women’s azines m, 
pages and 13-inch by Pe column 
in national newspapers. 
ll-page colour advertisements are 
also Pscheduled for weekly and 
monthly women’s magazines. 

The cinema is also being used 
and the first of the Lux films will 
Ray a Sa an early edition of 
Co. Lid, are BS... 


Plenty of of scope 
Allardyce Lid. will be 
handling the a Pealicity for produc- 
tions at the riton Cinema, Hay- 
market, which is being over 


Twentieth Century Fox for 
| productions. 


is to be launched—this 
pany are launching a 


ruit Jam. 


aes wear OOOSEMTE Seenie iy | 
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The full ¢ which will appear in 


icture Post.” 


‘Woman’ ads to sell 
to spring brides 
Stockleigh Hosiery Co. are 
launching another promotion 
scheme tying up with Woman, 
Last year they ran a special cam- 
Fru to introduce the Proper Pride 

rousseau slip. 

Now they are introducing the 
Proper Pride Sone, Bride ship. A 
series of full s been booked 
in Woman. Displa material is 
being issued to retailers and free 
advertisement blocks are being 
offered for use in local newspapers. 
The agents are S. H. Benson 


Hatters go ahead 


Plans for a larger than ever hat 
reo campaign are being made. 
is year's ya advertising is in- 
tended to fall into two pceriods—the 
ring and the autumn. One of 
the objects is to “iron out” the 
selling period in a trade which is 

very seasonal, 
National daily newspapers and 
the trade press will be used by the 
Pritchard, Wood & 


agents, F. C. 
Partners Lid. An _ experimental 
“Hat Weck” will be held in one 
of the provincial cities. 

A booklet for outfitters, — 
out the best way to display and 
hats, is also planned. 
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Big ads for two 
new shampoos 


Extensive advertising is planned for 

two new shampoos being launched 

T. F. Bristow & Co., Ltd. 

are Lanolin powder and 

liquid shampoos. Bristow’s 

already have a Lanolin cream 
shampoo on the market 

Advertising will break at the end of 
March im the trade press. A 
ay * consumer campaign will 

ly and weekly newspapers 
and monthly magazines. 

It is planned t the liquid 
shampoo will sell at sixpence a 
sachet and the powder shampoo 
at 44d. a pack. Full distribution 
will be achieved by mid-April. 
G. 8. Royds Ltd, are the agents. 


14 day sales drive 
by Mars 


Mars will ih exceptionally heavy 
consumer advertising in conjunction 
with their fifth Display Fortnight 
which starts on Monday. 

Each year the event has been 
accompanied by extensive consumer 
press advertising in support of 
widespread counter and window dis- 
play efforts arranged through the 
retail trade. 

This year’s plans include full- 
colour pages in the general interest 
magazines, half pages and other 
big black and white spaces in the 
main nationals, Sundays and maga- 
zines and full representation in the 
juvenile press. During the fort- 
night there will be over seventy 
insertions in a media list with a 
total circulation of 412 million. 
Masius & Fergusson Ltd. are the 
agents. 


Main display feature of this year's 

Mars Display Fortnight will be this 

window centrepiece. Tying up with 

the current “Stars love Mars” 

campaign, it — Anne Craw- 
‘ord. 


Free car in “Tie Week’ competition 


Tie manufacturers are to 

more money on their Tie Week 

otion this year. Encouraged 

the successes of the two previous 
years’ events, the Tie Manufacturers’ 
Association is providing Tie Week 
showcards, window pelmets and 
transfers in colour, together with 
various other display and pro- 
motional material, free to Be 
wear retailers in all parts of 
country. 

A national consumer competition 
will offer a oo poe of a aed Ford 
Anglia car, wi supp en 
awards. "Deer £500 nv sy J 


offered in the retailers’ Tie Week 

window display contest, the 

being divided into six i 

two groups, multiples and 
pendents. in each, to eliminate 

Lo = competition. 

Promotion folders containing 
full information are now being dis 
tributed to retailers. June 12 to 
19 is the date fixed for Tie Week, 
1954. The agents are Haig- 
McAlister Led. 


“AT A GLANCE” 
1S ON PAGE 312 
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Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4 Phone: Central 1732-3 
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Business 
READERS ARE 
TOP EXECUTIVES 


«++. and that, when you 
BUSINESS consider that the monthly net sales 
Readership no certified) of BUSINESS exceed 
Survey 2,850 copies, is a whole lot of Top 
December Executives. And a whole lot of top-level 
1953 purchasing power too, for BUSINESS is 
the Journal of Top Management in 
Industry. Its readers are the Chairmen, 
Directors and Departmental Heads who 
BUY FOR INDUSTRY — everything 
which Industry uses—and In no other 
publication can you reach such an 
important market at so low a price, for 
advertising in BUSINESS costs less than 

Id. per page per subscriber. 
Head your campaign for 
Advertising to Industry with BUSINESS. 


Bir EXHIBITORS 


The May issue of BUSINESS 
will be a specially enlarged B.1.F. Issue. 
Its readers will be your best prospects. 
Sell to them in advance of the Show by 
advertising in this number. Copy date is 
March 25th. , Make a}note of it. 


NET MONTHLY 
SALES (A.B.C.) | 
EXCEED 
12,850 


COPIES 


} BUSINESS 

PUBLICATIONS LTD., 
180 FLEET ST., 

LONDON, £.C.4. 


TEL. CHANCERY 8044 | 
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CURRENT ADVERTISING AT A GLANCE 


Accounts 


BURTON to W. S. Crawford Ltd. 
Extensive campaign using large 
spaces in national daily news- 
papers and provincials. 


JOHNSON, ALLEN & CO., LTD., 


handkerchief manufacturers, 
ebb & Co., Lid., towels, Anne 
Gilmour, shoe retailer, and 


Dunbar & Nairn, children’s wear 
manufacturers, to Sommerville & 
Milne Lid. (Glasgow). 


CARLTON CINEMA, Cinema- 
scope productions by Twentieth- 
Century Fox, to Allardyce Palmer 
& Co., Ltd. 


MELIAS LTD., multiple grocers, 
to S. C. Peacock eos Ltd. 
(Liverpool). 


W. N. FROY & SONS LTD., con- 
temporary fireplaces, bathrooms 
and planned kitchens, to Frederick 
Aldridge Ltd. 


KINGS FASHIONS OF BRAD- 
FORD, mail order, lingerie manu- 
facturer, to Howards Press Ad- 
vertising Ltd. (Manchester). 


DAVID FIELD CREAM, fresh 
cream producers, to Howards 
Press Advertising Ltd. (Hull). 


COCHRAN PRODUCTIONS, 
ress _pwaey, to Torrington 
ug. . 


BIRMINGHAM STOCK  EX- 
CHANGE to White Advertising 
(Birmingham). 


Campaigns 


CROSBIES JAM, wang 
spaces in national daily news- 
papers, weekly magazines and 
ied press ( ’s Advertising 
td.). 


PROPER PRIDE SPRING BRIDE 
SLIP, using Woman, trade press, 
display material and free blocks 
7 local press (S. H. 

td.). 


GREEN’S CARMELLE, _ using 
national press, women’s maga- 
zines, trade press and fil 
(First International Agency Ltd.). 


PRODUCTION 
MANAGERS 


SEND FOR VINCENT STEER’S 


LIGHTNING 
ESTIMATOR 


which saves time in checking typesettin, 
charges and is remarkably accurate. ; 
minutes per invoice will quickly reveal 
excessive charges. The chart, size 134 x 
94, divides at display serting into 8 
classes, the system of chorging 


ntem. Send 


r, 30 The 


based on the square |2 
P.O. for 7/6 to V. 
Ridge, Orpington, Kent. 


HENDON 
BILLPOSTING 


COMPANY 


NIBB-IT PRODUCERS ASSOCIA- 
ION, advertising for Nibb-it 
savoury and alternative flavours, 
using provincial press (Howards 
Press Advertising Ltd. (Man- 
chester) ). 


MACONOCHIES KIPPERS, pro- 
vincial press in South-West for 
Kipper Tea _publicit 
Press Advertising Ltd. 


RAEL-BROOK SHIRTS, i 
London buses and underground 
(Lucien Productions Ltd.). 


COW & GATE, cream and cheese 
spread campaign, using Radio 
Times, Daily Mirror, _ Daily 
Express and trade press (Clifford 
Bloxham & Partners Ltd.). 


MARS DISPLAY FORTNIGHT, 
using full colour pages in maga- 
zines and half-pages and _ other 
large spaces in national daily and 
Sunday newspapers and juvenile 
press (Masius & Fergusson Ltd.). 


MEN’S HAT PUBLICITY, 
national dailies and trade wd 
in both spring and autumn (PF. C. 
Pritchard Wood & Partners Ltd.). 


PRESTO LAWNMOWERS, using 
115 provincial evening and weekly 
newspapers and trade press (Com- 
mercial Advertising Service Ltd.). 


VALSPAR, using national daily 
newspapers, weekly and monthly 
magazines and trade press (Bridge 
Advertising Service Ltd.). 


ALINESE SHOES, using Daily 

Express, Good Housekeeping, 
Lady, The Queen and 
Scottish Field and trade press 
(R. S. Caplin Ltd.). 


TREX, using national weekly and 
women’s magazines and trade 
press (C. Vernon & Sons Ltd.). 


LUX, 


(Howards 
(Hull) ). 


using national newspapers, 
general interest and weekly 
women's magazines, films (the 
J. Walter Thompson Co., Ltd.). 


ACID DROP SPANGLES, using 
large spaces in provincial news- 
papers (Young & Rubicam Ltd.). 


EPPES TOMATO AND 
PINEAPPLE JUICE, using 
national newspapers and colour 
pages in magazines (Clifford 
loxham & Partners Ltd.). 


ROBERT BRADFORD smo 
SIONS) LTD., using The Times 
and Daily. Telegraph (Clifford 
Bloxham & Partners Ltd.). 


IMPERIAL SMELTING COR- 
PORATION LTD., using full 
pages in colour in publications 
covering metal, paint and rubber 
industries and 8 in. d.c. in The 
Economist and Financial Times 
(Downtons Ltd.). 


Return of Carmelle 


H. T. Green & Co., Ltd., of 
Brighton, will be launching an ex- 
tensive campaign to announce — 
reintroduction of a pre-war line, 
Carmelle dessert sweet. 

National newspapers, women's 
magazines and filmlets will be used. 
A display box holding two dozen 
cartons has also been produced. 
First International Agency Ltd. 
handle the account. 


W. M. de Majo has won a bronze 
medal for exhibition display design 
in the fourth international display 
contest organised by the American 
Display World. contest had 
3,150 entries in 98 different classifi- 
cations. 
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Fepruary 11, 1954 


APPOINTMENTS VACANT 


COPYWRITER 
REQUIRED FOR 
THE FASTEST 
GROWING 
AGENCY 
IN LONDON 


Legget Nicholson & Part- 
ners Ltd., London, require an 
“out-of-the-rut” copywriter 
to work on _ important 
national accounts. ce man 
we are looking for will 
already have had a mini- 
mum of four years agenc 
experience .. . will think 
he’s a genius and be pre- 
~~~ to prove it. Obviously, 
must have ideas, and be 
able to write copy that sells 
—fepeat sells) Age may 
range from 30 to 38, but if 
he is older or younger, and 
gives evidence of success, 
we will welcome him. The 
successful applicant will be 
capable of working on his 
own and with other creative 
people and executives. He 
will have the full backing of 
the board, down. Write in 
confidence, giving brief 
details about yourself—to 
Copy Chief, Legget Nichol- 
son & Partners Ltd., 17-19 
7 irr Place, London, 


COMMERCIAL ARTIST for studio of 
packaging firm, good modern lettering 
essential. Apply with specimens to 
Personnel Office, Hunt Partners Lid., 
Theydon Road, Clapton, E.5. 

ADVERTISING CANVASSER required, 
either sex, willing to travel, regular 
employment, good media, must pro- 
duce references. 
commission basis. 
Bon 6618 Ad. Weckly 180 Fleet St BC4 


ADVERTISING MANAGER 
required by the 
POLYTECHNIC TOURING ASSN. LTD. 
13/17, Oxford St., W.1. 


Essential qualifications advertising adminis- 
trative experience; liaison with agents and 
contractors; print buying and control of 
statistics. Knowledge of travel or resort 
publicity and ' i ' an 
advantage. To man aged sbout 30 
commencing salary sbout £750. Write 


FIRST CLASS RETOUCHER required, 
mechanical subjects casential. Bromicy 
Kent arca. 

Box 6681 Ad. Weekly 180 Pleet St BC4 

LONDON LETTERPRESS COLOUR 
PRINTER requires representative with 
commection among advertising agents 
and departments. Modern Plant and 
good service. Write in full confidence 


wo 

Box 6749 Ad. Weekly 180 Fleet St EC4 
COPYWRITER/LAYOUT. Experienced 

man or woman to be responsible for 

London manufacturer's technical press 


advertising, and showcards. Agency 
experience desirable. Write stating age, 
previous experience and salary required, 


to 
Box 6675 Ad. Weekly 180 Ficet St BC# 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. wT 
classifications, 4s. per line, 45s. per display panel inch. pam, 2 Case, Box No. 
charge, one line plus 9d. covering postage, etc. Series rates application: 
under seven insertions MUST BE PREPAID. ‘Atidrese “* Advertiser's 
Weekly,” 180 Pieet Street, London, E.CA. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 
answering 


RETOUCHING 


ARTISTS 
required 


in black and white and colour. 
Only top class men need apply 


Phone for appointment 


PRODUCTION 
MAN 


A leading agency require a pro- 
duction man with thorough 
kriowledge of all phases of 
production. He must have a strong 
flair for accurate “type mark-ups” 
and a wish to specialise in them. 


Write giving full details of experience 
and salary required to : 


Box 67456 
MUSeum 8434 Advertiser's Weekly 180 Fleet St EC4 


FEMALE PRODUCTION ASSISTANT 
required by progressive medium-sized 
West London agency. Knowledge ef 
blocks, types, proof-reading and copy 
detail essential. Five-day week. Write, 
stating experience and present salary, 


VISUALISER REQUIRED for Agency 
in W.C.1 area, Experienced and able 
to do some general work, Good salary, 
congenial surroundings. 

Box 6758 Ad. Weekly 180 Pleet St BO4 


to C.F.C.. 18 Thurloe Place, $.W.7. CLASSIFIED ADVERTISING. Pro- 
: - gressive appointment for person with 
PRODUCTION. Medium size progressive initiative and “‘selective ability” for 
agency requires extra Male and Female, four newspapers-one daily, three 
20/25 years, for Production Dept. weeklies, Shorthand and/or typing an 
Male, experienced in Production, abic asset. Write, giving short summary of 
to do simple layouts, knowledge of past experience Indicate salary re- 


Print an advantage. Pemale, experi- quired, The right person will be given 
enced in Copy/detail, must be able to every encouragement, and  heipful 


copy/type. Phone Production Manager advice. 
Box 6735 Ad. Weekly 180 Fleet St BO4 


for appointment. CTTy 6911, 


Masius and 
Fergusson Ltd. 


have a vacancy 
for an additional 


Visualiser 


with at least ~ 

5 years’ agency 
experience on nationally 
advertised products 


Apply by letter only 

(no specimens) to: The Art Director, 
Masius & Fergusson Limited, 

40 Berkeley Square, London, W.! 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 
An 


Opportunity 
for 


2 


YOUNGER 
LAYOUT MEN 


A wide diversity of national ac- 
counts offers a good opportunity 
for the developing young visual- 
iser to see and gain experience 
from the work of long-established 
men, and finally to find full ex- 
pression for his growing abilities. 
Fullest details of your career to 
date and salary required would 
be appreciated. 


DORLAND 
ADVERTISING LTD 


18/20 Regent Street 
London, S.W.1 


Telephone : WHitehall 0112 


WINDOW DRESSING. Leading Tyre 
Manufacturer requires an experienced 
travelling window drewer and display 
man with good personality, enthusiasm 
and initiative, aged 23 to 33. Salary 
and expenses, superannuation scheme. 


Apply 
Box 6736 Ad, Weekly 180 Pleet St 104 


Assistant to 


ART DIRECTOR 
required 


An interesting opening occurs in a 
London Agency for a male or female 
assistant to the Art Director. 


This is in no way @ creative job, the 
qualifications required are; experi- 
ence in art buying, ability to cope 
with mecessary accounting and 
above all methodical efficiency. 
Write in first instance stating experience 
and salary required to : 


GENERAL MANAGER 


Box 6782 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING ARTIST, first class, hard- 
working, with studio experience re- 
quired for growing deparunem of large 
Studio. Top wages for suitable appli- 


cant Please write, call, ry phone: 
Chamberitain Studio a . Lud 
Hill, London, E£.C ras 3570 
1948 


CAPABLE ADVERTISING EXECUTIVE 
required with experience in the pro- 
duction of showcards, packs, window 
displays, exhibition stands and adminis- 
trative work connected therewith. Good 
opportunity with large advertiser for 
emerprising man Perticulars of ex- 


perience, age, salary, etc., 
Box 6759 Ad. Weekly 180 Pleet St BOS 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 


First-class man required for a medium 

sized Agency. Good knowledge 

of the various block and printing 

processes. Able to keep and control 

space schedules. Good salary to 
the right man. 


Write giving full details and salary 
required to : 


Box 6743 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER required with versatile 
ideas who would also act as Studio 
Manager's Assinant, Good conditions 
in an old established Agency with a 
variet 


Box 6766 Ad, Weekly 180 Pleet St BCS 


REPRESENTATIVE 
required for 

National Advertising Company 
to locate and negotiate for outdoor adver! 

sites in the London area and the South 
of .9r An excellent opportunity for 
men of good appearance and initiative. 
Salery, and Write 
fully giving details of former employment to 
MORE O'’FERRALL LTD. 

19 Curzon Street, W.1 


314 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


progress to full executive status will be encouraged. 
Write stating age, experience, commencing salary, and 
whether you can yourself prepare iayouts and/or write 
copy. Address your application to:— 
The Managing Director, 
THE NATIONAL PUBLICITY CO. LTD. 


36-37 Upper Thames Street, London, E.C.4 


CAN YOU PRODUCE A FIRST CLASS 
PIECE OF LETTERING? 


Studio? If so, please write giving full 
dewils of past experience and salary 
required to 


Rox 6752 Ad. Weekly 180 Fleet St BC4 


SALES COPYWRITER/IDEAS MAN 


wanted for catalogucs, leaflets, mailing 
pieces, Knowledge of Machinery or 
Machine nt an advantage. Full de- 
tails to F. J, Edwards Lid., 359 Buston 
. BUS. 4681. 
Experienced assistant 


PRODUCTION. 
required in leading West End Agency, 


age not under 25. Apply, stating salary 
ey and giving details of experi- 


Box “6756 Ad, Weekly 180 Fleet St BC4 


ASSISTANT required for Book Produc- 


tion Department of Publishing — 
Knowledge of layout necessary. 
Box 6746 Ad. Weekly 180 Ficet St BCA 


ADVERTISEMENT REPRESENTATIVE 


wanted for leading technical -~- in 


comm 
tails of age and experience. 
Box 6753 Ad, Weekly 180 Fleet St BC4 


Interesting and permanent 
position for enterprising 


young 
visualiser 


(EITHER SEX) . 


in progressive publicity department of 

large London organisation. Please send 

full details of experience, age and 
salary required. 


BOX 6772 
Advertiser’s Weekly, 180 Fleet Street, EC4 


FIRST CLASS SIGNWRITER for dis- 
and exhibition work (Trade 


play 
Union). Top wages and permanency 
TUDor 83 


A VACANCY EXISTS in the London 
Publicity Department of a large Tele- 
communication Engineering organisation 
for a young man aged 20/30 to assist 
in the design and planning of the 
Company's exhibition stands, The post 
is permanent and progressive. Write, 
Stating age, qualifications, experience 
and salary required, to 
Box 6750 Ad. Weekly 180 Fleet St 2C4 


PRODUCTION 


MAN 
required 


Medium-sized West End Agency hes « 
vacancy (caused by promotion) for an 
sble, agency-trained production assistant. 
Must be experienced with wl mechanical 
production from the agency side, type setting 
and general copy detail routine. Five-day 
week, full holidays this year, and (so we 
understand) pleasant peopl to work with. 
For the right man, who can display initiative 
and responsibility in his work, there is « 
first-class job waiting — and good prospects. 
Write, stating age, experience and salary 
expected, to: 


Box 6762 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. Experienced man re- 
quired by London Agency two handle 
a umber of Technical Accounts. 
Previous Agency experience essential. 
Five-day week. Good salary offered 
to successful applicant. Write, stating 
age, experience and salary required, to 
Box 6706 Ad, Weekly 180 Fleet St BC4 


LONDON 
TECHNICAL STUDIO 


require the services of a first-class general 
retouching artist. Apply giving full 
particulars to: 

Box 6697 

Advertiser's Weekly 180 Fleet St EC4 


Fesruary 11, 1954 


APPOINTMENTS VACANT 


London Newspaper 
Publicity Department 
requires energetic 


Assistant 


with sound knowledge of print 
and advertising. Agency experience 
preferred. Details and salary 
expected to 
Box 6719 
Advertiser's Weekly 180 Fieet St EC4 


ASSISTANT ACOOUNTS EXECUTIVE 
wanted by West End Agency. Write 
in confidence, giving full particulars, to 
Box 6748 Ad. Weekly 180 Pleet St BC4 

KEEN YOUNG AMBITIOUS Advertise- 
ment Representative required by leading 


National weekly newspaper 
commencing salary and expenses. Apply 
m 


detail 
Box 6764 Ad, Weekly 180 Fleet St BO4 


Phone your Classifieds to CHA 8844 (Ex 25) 


LAYOUT ARTIST, capable of finished 
work (senior or junior), required by 
London Advertising Agency. 

Box 6771 Ad. Weekly 180 Fleet St BC4 
DO YOU KNOW YOUR 4087 If you 
can produce modern visuals and lay- 
ours, and wish to work in a busy 
Fleet Street Studio where the atmo- 
sphere is friendly and conditions are 
200d, please write, giving full details to 
Box 6751 Ad. Weekly 180 Fleet St BC4 
LONDON AGENCY IS SEEKING the 
services of a man with experience of 
art —r Write, stating age, 
experience and salary jreauired, to 
Box 6779 Ad. Weekly 180 Fleet St BC4 


Wanted as Assistant to 
Advertising Manager, 
LONDON 
Energetic quick-thinking young man 
fully experienced in preparation 
and purchase of posters, brochures, 
artwork, display, etc. 

Age 25-30, need not be an artist 
but some copy writing an advantage. 


Box 6716 
Advertiser's Weekly 18@ Fleet St EC4 


Agency. 
Good prospects. Write, stating experi- 

ence and salary, to 
Box 6678 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED RETOUCHERS required 
for black and white and colour work. 
First class work with a great variety 
of subjects, 40-hour week, congenial 
working conditions, highest wages for 

top men. Write full particulars. 

Box 6775 Ad. Weekly 180 Fleet St EC4 


Publicity Manager 
or Technical Writer 


with working knowledge of Publicity 
required by progressive Company 
manufacturing products for civil 
engineering and building trades and 
the retail market. Must have the 
energy and enthusiasm necessary 
to direct the Company’s advertising 
Agents in utilising an extensive 
advertising appropriation. 10 
command of technical copy-writing 
essential, combined with under- 
standing of production methods 
involved in preparing sales leaflets 
and technical information sheets. 
Able to supervise offset litho depart- 
ment. Salary £800 p.a. oo age | 
upon qualifications. Bonus 
Pension Scheme. Write full Pha 
of age and career in confidence to: 


eh t ” 
EXPANDITE LIMITED 
Chase Road, London, N.W.10 
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Fepruary 11, 1954 


APPOINTMENTS VACANT 


VISUALISER 


British-American Tobacco Co., Lid., 
have a vacancy in their Advertising 
Department for an experienced artist 
who can show evidence of a better 
than average creative ability. The 
successful applicant wili be expected 
to work on many forms of advert- 
ising, with emphasis on display and 
press material, for a diversity of over- 
seas markets. Finished work will not 
be required but he will have to be 
able to express his ideas, including 
figure subjects, in a deft and present- 
able form. The appointment will be 
permanent and there are good pros- 
pects of advancement. The Company 
has a pensions scheme and there is 
a Staff restaurant on the premises. 


Apply in writing giving full details of 


BRITISH-AMERICAN TOBACCO CO., LTD. 
7 Millbank, London, $.W.1 


LAYOUTMAN /VISUALISER. Pirst 
class man required by London Tech- 
nical Agency capable of producing high 
class pencil layouts for presentation 
to client and also to visualise when 
required. Previous Agency experience 
essential. Top salary offered and five- 
day week. Write fully wo 

Box 6777 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


EXPORT ADVERTISING SERVICE LTD. 
require a fully experienced 


SENIOR COPYWRITER 


This position is a responsible one and applicants must 
be able to write mature copy and be capable of assisting 
in the preparation of campaign 
internationally famous products selling in overseas 


territories. 


This is an interesting opportunity, offering freedom of 
scope and variety to the right man. 
Excellent superannuation facilities. 


Write in the first place, stating age and salary required, 
with details of previous experience, to: 


THE MANAGING DIRECTOR 


EXPORT ADVERTISING SERVICE LTD. 
22, Old Bond Street, London, W.1. 


themes for many 


ADVERTISER'S WEEKLY 


COMMERCIAL ARTIST 
EAST AFRICAN ADVERTISING 


required by 


CONTRACTORS LID. 
Must be able to produce both 
visuals and finished artwork in any 
medium. The successful applicant 
will be eligible to join the Com- 
pany’s pension and medical fund 
and will be granted overseas leave 
with full pay in the fifth year of 
service. Commencing salary will 
be according to experience, and 
free passage to Nairobi will be 
provided. Interview will be 
arranged with our London office, 
but in first instance write by AIR 
MAIL, giving details of age, experi- 
ence, marital status, and specimens 

of artwork to; 


Manager, P.O. Box 2266, 
NAIROBI, KENYA COLONY 


EXPERIENCED RETOUCHING ARTIST 


and expericnced lettering artist required 
for Central London Studio. Write 
stating experience and salary required. 
Box 6776 Ad. Weekly 180 Fleet Si BC4 


TOP FLIGHT 
ADVERTISEMENT 
MANAGER 


Advert 


required 
tery tor new. pubcaon ol Matra 


STATIONERY 


AND PRINT BUYER 
required by manufacturers in S.\W.9 
district. Apply: 

Box 6761 
Advertiser's Weekly 180 Fleet St EC4 


VANTONA TEXTILES LIMITED require 


a Publicity Manager to take charee of 
their Home and Overseas advertising. 
Applicants should be about 30 years of 
age and prepared to work in close co- 
operation with other selling departments 
as part of co-ordinated sales plan. 
Applications, giving full particulars of 


WELL-KNOWN STUDIO invites appli- 


cations from first-class retouchefs and 
lettering artists to fill existing vacancies. 
Box 6722 Ad, Weekly 180 Fleet St BC4 


LAY-OUT ARTIST AND RETOUCHER. 


Excellent opportunity in expanding 
firm. Golderstat, 25 Downham Road, 
N.1. ClIssotd 4386, 


YOUNG LETTERING ARTIST 


wanted for agency studio. One able to do 
8 good finish and possibly a little retouching. 
SCOTT-TURNER 
& ASSOCIATES LTD. 
17-18 Dover St., W.1. HYDe 0481 


EXPERIENCED ALE 


ROUND GEN- 
ERAL ARTIST required (Male), Write, 
giving oe and salary required. 
Box 6728 Ad. Weekly 180 Fleet St BC4 


Weltare 
essential in all phases of m... A. “working 
knowledge of space-selling, agencies 
(national and provincial), good contacts 
throughout U.K. Drive, good health, sound 
references, age 40/55. Salary £1,800 p.s. 


fidentially to: 


Box 6744 
Advertiser's Weekly 180 Fleet St EC4 


JOURNALS LTD., 356-8 


WHEATLAND 
Kilburn High Road, N.W.6, require an 
experienced 


advertisement representa- 
tive for their expanding group of wade 
journals. Salary, commission and pros- 
pects. Write Managing Director. 


ADVERTISING AGENCY (W.C.2) re- 
quire lady preferably with advertising 
experience and knowledge of block- 
maker's invoicing, to handle collation 
of costs on blocks, artwork and print 
and w prepare charges to clients. 
Write stating age, details of previous 
experience and salary required, to 
Box 6778 Ad. Weekly 180 Fleet St BC4 


TECHNICAL 


ARTISTS LTD. 
THE MOST UP-TO-DATE 
LONDON STUDIO invites 
applications from first class 
artists in the following 
Categories : 

MECHANICAL RETOUCHERS 
COLOUR RETOUCHERS 
LETTERING ARTISTS 
LINE & SCRAPER ARTISTS 
also Juniors just leaving school. 


Ideal working conditions, with 
good rates of pay, 374 hr. week. 
Long term service agreements 
Sor suitable applicants. 


Phone or write for appointment 
WElLbeck 6403 


104-112 MARYLEBONE LANE, W.1 


Applications are invited from 
well-educated young ladies, 
24/27, for the position of 


SECRETARY 
to the Director of Public Relations 
of an internationally famous organ- 
isation, Tottenham Court Road/ 
Oxford Street district. Preference 
will be given to candidates combin- 
ing the attributes of smart appearance 
and pleasing personality with steno- 
graphic efficiency and good 
knowledge of office procedures. 
Commencing salary £7.10.0 to £8 
p.w., according to age and qualifi- 
cations, with increments for merit 
and service and opportunity for 
additional bonus earnings. Luncheon 
vouchers, Pension and Life Assur- 
ance Scheme. Hours 9-5.30 five-day 
week. Modern premises and 
amenities. 
Write, Personnel Manager, 
Sox 1.296, 
Willing’, 362 Grays inn Road, London, W.C.1 


and well-educated young 
woman, preferably not over 35, re- 
quired by world-famous organisation 
West London to act as Ilaison berween 


Agents. The applicant must be able 
to use her own initiative and preference 
will be given to one who has worked 


in an Advertising Agency or Depart- 
ment, and typewriting an 
advantage This interesting and re- 


ing to qualifications, Write 
Box 6773 Ad. Weekly 180 Fleet St BC4 


The Lawley Group Limited 
MANUFACTURERS, DISTRIBUTORS AND RETAILERS 
OF POTTERY 


require a fully qualified 
ADVERTISING & 
PUBLICITY MANAGER 


The appointment calls for a first-class man 
with wide experience of all forms of advertising 
and sales promotion, and the ability to handle 
satisfactorily the whole of the advertising and 
publicity activities of the Group, both in the 
Home and Overseas markets. Applications to 
be made in writing giving age, qualifications 
and full details of experience to; 


The Secretary, Ash Hall, Stoke-on-Trent 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT 
PUBLICITY MANAGER 


Man old enough to have hed thorough 
grounding in all aspects of advertising, 
young enough to heve enthusiasm and 
drive, This is an important post, covered 
by Superannuation, in busy Publicity Depart 
ment (with own Contact, Copy, Leyout, 
ony Production, and Film Sections) of 
’ in the 
Nowth West. WH you. measure up to this high 
standerd and excel on the edministrative 
endjor creative side, send details of your 
ge, experience, and salary expected, to: 


Box 6714 
Advertiser's Weekly 180 Fleet St EC4 


TYPIST required for Voucher checking 
Dept. of Advertising Agency. Accurate 
typing essential. Experience of agency 
routine preferred but not essential, 5- 


day week. 
Box 6724 Ad, Weekly 180 Fleet St EC4 


MIDLANDS 
ADVERTISEMENT 
MANAGER 


required 
AIRCRAFT ENGINEERING (well-known tech- 
nical monthly) will shortly require experl- 
enced spece seller, Salary, commission and 
expenses. 
Write Advertisement Director, 
12 Bloomsbury Square, London, W.C.1 


ASSISTANT SPACE BUYER required 
by leading London Agency. Must be 
quick and accurate at figures and ex- 

Technical 
ens. Write, in confidence, age, 


lence of General and 


experience and salary required. 


Box 6780 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled 


Employment 
we A ge Tt FE dk a = 
or is the provisions the 


from 
Notification of Vacancies Onder 1952.” 


SENIOR 


Royds have a vacancy for 
man 25-30 with experi- 
ence of National accounts. 
Should be knowledgeable of 
modern processes, capable of 


G. §$. 


PRODUCTION MAN 


Staff Manager 
ROYDS LTD. 
160 PICCADILLY, W.1 


simple adaptations and routine 
typography. An excellent 
chance for a man seeking 
interesting varied work. Apply 
giving full details, to:- 


BOY REQUIRED, aged 15-16, w wain 
as commercial artist, must have artistic 
ability. Apply in person, with speci- 
mens, to: Cheesmans’ Art Service Lid., 
131 Pleet Street, B.CA. 


WELL-KNOWN FILM PRODUCERS 


Top level 

documentary rm Must have experience 

in this field. Ability, personality and 
initiative will be richly rewarded. 


Box 6721 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MANAGER, speedy and 
accurate, with good knowledge of 
typography, required by West End 
Agency. Write, giving details, to 
Box 6641 Ad, Weekly 180 Ficet St BC4 


Everetts 
need now 


Young 
lettering 
artists 
who can make 
quick, clean, 
accurate 
layouts 
(pencil & ink) 


Ring Mr Hamish Nimmo 


at GROsvenor 3477 
EVERETTS ADVERTISING LTD., 10 HERTFORD STREET, W.1I 


Young 


typographers 
used to 
speedy 
typesetting 
specifications, 
adaptations, 
masking. 


YOUNG MAN OR WOMAN wanted 
by London company for ticket writing 
and rough layouts. Must have had 
art school training and have good 
colour sense Interesting work of a 
very varied description. Wage £6 10s. 
rw Please send details of training 
and experience to 
Box 6730 Ad, Weekly 180 Fleet St. BC4 


ASSISTANT ADVERTISEMENT 
MANAGER 


required 
To obtain Industrial Advert- 
one for well-known Old 
stablished Journal. 
Must have had experience in obtain- 
ing advertising from top executives 
and be in the age group 30/35 
years. Obvious prospects for the 
right man a commencing salary com- 
mensurate with calibre. Applications 
which will be treated as strictly con- 
fidential should be addressed to : 


Box 6733 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTISTS capable of a 
high standard of Colour and Mono- 
chrome retouching, required in Studio 
in Holborn area. Please 
CHA: 4302 fcr appointment, 


STUDIO IRWIN 
have vacancy for 


TOP 
RETOUCHER 


A secure and lucrative position 
for the right man. Write or 


phone to Art Director for 
appointment. 


STUDIO IRWIN LIMITED 
Irwin House, Gough Square, E.C.4 
Telephone No. CITY 2171-3 


Fepruary 11, 1954 


APPOINTMENTS VACANT 


TWO YOUNG 


GENERAL ARTISTS 
for Advertising Agency Work 


Experience of Film Advertising an advantage. 
Generous profit sharing scheme and 
exceptionally friendly studio atmosphere. 
Central London location. 5-day week. 
Write stating age, experience and salary 
required. 
ARTHUR S. DIXON LTD. 
229 High Holborn, W.C.1. Adjoining 
Holborn Tube Station. 


GENERAL ARTIST required ~ young, 
rapidly expanding agency in East 
Anglia. Ability to visualise and pro- 
duce finished roughs for cliem approval 
essential. The position provides ex- 
cellemt prospects with good commencing 
salary. Write, giving details of age, 
experience, etc., to Managing Director. 
Box 6734 Ad. Weekly 180 Fleet St BC4 


E. W. BARNEY LTD. 
require 


ANOTHER ARTIST 


.... young, keen, and interested 
in all forms of Studio artwork 
including some lettering. 

. say between 20 and 25 
years of age, with Agency or 
Studio experience. 

.... who would like a permanent 
and progressive position in an old 
established agency with young 
ideas 

Write in first instance stating age, 
experience and salary required to: 


E. W. BARNEY LTD. 
4 New Court, Lincoln's Inn, 
London, W.C.2 


JUNIOR ARTIST required London Ad- 
vertising Agency, preferably with one 
or two years’ experience lettering and 
general design. — full particulars, 
age, salary, etc., 


Box 6727 Ad. Weekly 180 Fleet St BOs 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


GO-AHEAD YOUNG ADVERTISE- 
MENT MANAGER wanted-—icading 
trade journal in display field. Must 
have first-class credentials, preferably 

to 


with good connection. 
right man. 


previous experie 


Box 6725 Ad. Weekly “io 'Pleet St BC4 


nency 
Appointment would be 
based on London. Minimum remunera- 
tion on four ag a State age, 


Bensons 
require a 
typographer 
with considerable 
experience in 
press advertisement 
typography and 
adaptation 


write giving particulars to :— 
THE ART DIRECTOR 


S.H. BENSON LTD 
KINGSWAY HALL LONDON W.C.2 
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Fepruary 11, 1954 


Typographer 


There is a 
vacancy for a good 
Typographer at 


SMITHS’ 


The man we are looking 

for will find a generous 

salary and an interesting 
variety of work. 


Write to the 
MANAGING DIRECTOR 


Smiths’ Advertising 


Agency Ltd. 
100 Fleet Street, £.C.4. 


ADVERTISEMENT REPRESENTATIVE 
required as chief assistant to the Ad- 
vertisement Manager, good prospects of 
advancement for smart men, good 
address, aged 25 to 30. Apply stating 
age, experience and wage required 
Box 6691 Ad. Weekly 180 Fleet St BC4 


Well-known medium sized Agency 
requires additional staff in 


Studio 


—finished lettering and general art. 


Medi 

ia 

—senior and junior personnel with 
full experience and knowledge. 
One capable of planning schedules, 
media reports and buying space 
Write fully in confidence (ad. known 
to our staff) age, exp., salary to M.D.: 


Box 6717 
Advertiser's Weekly 180 Fleet $t EC4 


BIRMINGHAM ADVERTISING 
AGENCY requires first-class production 
man capable of taking complete control 
of department. Must be fully experi- 
enced in press and print production, 
adaptations, etc. Good salary. Five- 
day week. Pension scheme. An excel- 
lent opportunity for a conscientious, 
ambitious man, young or old. (Our 
staff know of this advertisement.) Write 
in confidence w Managing Director, 


Box 6723 Ad. Weekly 180 Pieet St BC4 
SALARY 
COMMISSION 


| 


AND GOOD EXISTING CONNECTIONS 
AWAIT the man with qualifications and 

energy enough to represent in 
the London ares @ print house which hes its 
own studio for design and reproduction of 
showcards, cut-outs, transters, and other 


litho and silk screen point of sale material. 
Our own staff know of this advertisement. 


Box 6718 
Advertiser's Weekly 180 Fleet St EC4 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


VISUALISER 


required by London agency. He 
must have had several years sound 
experience on national accounts 
and be able to contribute to the 
early planning of campaigns. Above 
all, he must have a good sense of 
advertising design and a feeling 
for typography 

He will be expected to accept full 
responsibility for the work of a 
small studio and to buy first-class 
finished artwork. in short, this is 
a good job for the right man 
Applications, giving full details (age, 
experience, required) to: 

Box 6781 
Advertiser's Weekly 180 Fleet St EC4 


YARDLEY ADVERTISING DEPART- 
MENT require a junior girl, possibly 
just leaving school This really is a 
junior job but may be a “‘first rung of 
the ladder"’ opportunity. Shorthand/ 
Typing an advantage, but not essential 
if applicant is willing to learn, Write, 
giving full particulars, t Miss Horner, 


Yardley & Co., Lid., 33 Old Bond 
Sweet, W.1 
YOUNG ASSISTANT required for 
Publicity Department of major film 
distributors to assist m general pro- 


duction work and maintain records. 
Full details, salary required, ctc., to 
Box 6729 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED GENERAL ARTIST 
required by well-known Agency, High 
standard of lettering and finished art 
in all mediums. Write, stating experi- 
ence and salary required, to 
Box 6737 Ad. Weekly 180 Pleet St BC4 


Thoroughly Experienced 
GENERAL 
ARTIST 
required 


capable of some figure 
work. 


Box 6720 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


FRONT RANK ART DIRECTOR 
SEEKS CHANGE. 
Box 6763 Ad. Weekly 180 Fleet St BC4 
“HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 
office staff.——The Wigmore Agency, 67 
Wigmore St., W.1 HUNter 9951/2/3. 
SECKETARIAL AND OFFICE STAFF. 
We introduce cfficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
WC2. WhHitchall 5924 
VISUALISER/LAYOUT MAN, 12 years 
first-class Agency experience on 
National accounts, secks progressive 
pos “m. 
ox 6757 Ad. Weekly 180 Pieet St BC4 
CREATIVE DESIGNER. Package, 
point-of-sale, poster, etc. 16 years’ 
experience, requires post with reputable 
firm as Senior Artist, Studio Manager 


or Art Buyer. 
Box 6770 Ad. Weckly 180 Fleet St BC4 


| 


Well..... 
do you want the IDEAS 
MAN! 


THERE IS A MAN who 
has net been standing still 
his dozen years close to ad- 
vertising. Once a studio 
manager at 21, a scenic de- 
signer, a portrait painter, 
now free-lancing illustrator; 
WANTS TO GET SETTLED. 


HE IS AMAN OF IDEAS 
as well as a copy-writer and 
figure artist. 

THE MAN WANTS TO 
PROVE IT so he says he'll 
even accept a mere pittance 
for a week or so to do so, 
but then . . . he leaves it to 
you. 


To SEE write to: 
Box 6732 


Advertiser's Weekly 180 Fleet St EC4 


ENERGETIC MAN secks post, experi- 
enced advertising office, good lettering. 
poster, colour work, etc. Box 735, 
55 Bryanston Street, London, W.1, 


Silk Screen Dept. 

Lifetime experience — All advanced tech- 

niques including McCormick Machines— 

Accustomed to full control—Production— 

Progressing —Costing and estimating—Stock 

control, etc. — Responsible to Di : 
Specimens available. 


Box 6760 
Advertiser's Weekly 180 Fleet St EC4 


Borough of Bridlington 
PRINTING AND SUPPLY 


OF PROGRAMMES 


Tenders are invited for the 
printing and supply of approx- 
imately 100,000 programmes 
for the Entertainments Depart- 
ment of the Corporation during 
the period from Ist April, 1954 
to 31st March, 1955. Further 
particulars and form of tender 
may be obtained from the 
undersigned. Tenders are to 
be received by 22nd February, 
1954. 

S. BRIGGS, Town Clerk. 


Town Clerk’s Office, Bridlington. 
28th January, 1954. 


SALES AND WANTS 


ASSISTANT PUBLICITY MANAGER 
in a rut-seeks a change, Been 
through the mill and competent artist. 
Box 6738 Ad. Weekly 180 Fleet St BC4 

SPACE SALESMAN, used w National 
Media, secks change. Able tw contact 
at Director level. Own car. 

Box 6715 Ad. Weekly 180 Pieet St BOS 


FREE LANCE SERVICES 


FASHION ARTIST SEFKS FREE 
LANCE WORK. 
Box 6742 Ad, Weekly 180 Pleet St BC4 
FIGURE STUDIES AND PIN-UP 
PHOTOGRAPHS-——-comact’ L 
Smdios, 7 Stockwell Road, London, 
S.W.9, Tel.: BRI 3711 
REQUIRED. FIRST-CLASS Free-lance 
Retoucher, mechanical subjects. 
Box 6682 Ad. Weekly 180 Fleet St BC4 
A COMPLETE SERVICE for the adver- 
tiser. Ideas, layout, artwork, blocks, 
print, for leaflets, brochures, adver- 
tisements, etc 
Box 6683 Ad. Weekly 180 Pleet St BO4 
LETTERING /LINE. High standard art 
service offered, reasonable cos, by 
experienced free lance artist designer. 
Box 6755 Ad. Weekly 180 Fleet S& BC4 
FREE LANCE ARTISTS specialising in 
first-class figure work and wanting two 
increase their turnover’ under 
direction of well-known firm of London 
Artists’ Agents should write for an 
immediate appointment to 
Box 6765 Ad. Weekly 180 Flee: St BC4 
TECHNICAL AU electro- 
mechanical and LC. engines, secks 
commissions. Contact Clissold 0015. 
COMMERCIAL TELEVISION: Consult- 
amt with most contacts and answers 
able advise advertising agencies. 
Box 6726 Ad. Weekly 180 Pleet St BCA 
LAYOUT ARTIST (Ex. Pig.), specialises 
in folders and brochures, secks com- 


missions 
Box 6100 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


DEBTS collected throughout Ernam. No 
80 Leeds Road, Bradford. 


"Phone your Classifieds to CHA 8844 (Ex 25) 


250 MODEL MULTIGRAPH 9 required. 
State condition and price : 
Box 6768 Ad, Weekly 180 Pleet St BC4 

ADREMA ELECT. 38 Emboser with 

. for sale. Good 
condition, 
Rox 6767 Ad. Weekly 180 Pieet St BO4 

MODEL 279 Addressograph-Multigraph 
machine, complete with Davidson Feed, 
for sale. Apply 
Rox 6739 Ad. Weekly 180 Pleet St BC4 

CLASS 22050 Addressograph to take 
B and BB plates, for sale. Apply 
Box 6740 Ad. Weekly 180 Ficet St BC4 

ADREMA PLATES, 38 good condition 
Urgently required, preferably once used. 
Box 6769 Ad. Weekly 180 Pleet St BOS 


ACCOMMODATION 


CHANCERY LANE, W.C.2. Ground 
Floor 2,260 oq. ft) and light base- 
ment (3,160 sq. ft.) in New Buliding 
Central heating, etc. Direct entrance 
from Chancery Lane, 
per annum, Apply Housekeeper, No 
33/4 Chancery Lane, or Pro y 
Manager, 14 Hanover Square, ! 
MAYftair 0206 

TOP FLOOR OFFICE ACCOMMODA.- 
TION, approx, 300 sq. ft., miitebdle for 
commercial artists, ete. Good lighting 

Ring CHAncery 2093 for full details. 


BUSINESS OPPORTUNITIES 


TO A PUBLISHER 


Heve you @ publication needing help or 
co-operation ? 


# so, we may be interested. 
Write in confidence : 
Box 6731 
Advertiser's Weekly 180 Fleet St EC4 


A PUBLISHING HOUSE is prepared to 
offer £5,000/£10,000 for the outright 
purchase of, or controiling interest in, 
a financially sound and well-established 
Trade journal 
Box 6325 Ad. Weekly 180 Pleet St BO4 


VITREOUS ENAMEL ADVERTISING 
SIGNS used by advertiser in large 
numbers Quotations 


wanted Write 
Box 6663 Ad. Weekly 180 Pieet RCA 


“THE LAUSUNU IN GNISITREVDA”’ 


lendon Agency, offering « full and 
comprehentive service, with to make divect 


contact with whe apo 
the vausual in advertising 
Box 6754 


Advertiser's Weekly 160 Fleet St EC4 
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@ REGISTERED 
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NEWSPAPER 55/- (overseas) 


STOP PRESS 
Where responsibility sits DETERGENTS: 


THE ANSWER 
and decisions are taken ... BOs eh cathy 


tising. 

Sir Richard Acland was answered 
in the Commons by H. Nicholls 
(Conservative), who said that ad- 
vertising had put manufacturers in 
sharp competition with one another 
and this had led to better deter- 
gents. “This form of advertisement 
has resulted in keeping prices 
down,” he declared. 

5 statement issued by Hedley’s 
said: 

“The development and  broad- 
scale introduction of synthetic de- 
tergents like Dreft, Tide and Daz 
to the British market since 1949 
has made a major contribution to 
the standard of living. 

“The competition of these syn- 
thetics has resulted in reductions 
in the prices of soaps. 

“These products can only be 
made economically on a large scale. 
Very heavy capital investment is 
required, and avy introductory 
expenditure on advertising and sales 
promotion is essential to bring them 
rapidly to the attention of con- 
sumers and so establish a high 
a aut Ge 

“Com ensures 
are priced at the lowest level consis- 
tent with the maintenance of quality 
and the provision in the long term 
of reasonable and economic levels 
of profit together with the advertis- 
ing found necessary lo maintain 
volume on a scale consistent with 
economical manufacturing. 

“The heavy introductory adver- 
tising expenditure is not an element 
in the . It is essential for- 
going of profit for the manufac- 
turer to establish his brands. 

“Furthermore, the spectacular 
success of synthetic ——— as 
a result of successful met of 
| introductory advertising and pro- 

motion has attracted the attention 

of Continental and has 
stimulated a very substantial British 
export trade in these products.” 


Following the derationing of 
cheese and butter on April 1, Milk 
Marketing Board will launch a 
large-scale campaign for milk and 
. di D | P : 4d = products. Not g 8 -y--- 
. AY r—Daily rice e whether an agency or ir own 
The world’s leading newspape Ys --£X-RA KE 
the pre-war campaign, will be re- 
The Times Literary Supplemeni . Every Friday, Price 6d The Times British Colonies Review Quarterly, Price 6d sponsible. ; 
The Times Educational Supplemen: .. Every Friday, Price 4d The Times Science Review Quarterly, Price 6d Colin Botnet bas been appointed 
, | managing or, 
The Times Weekly Review Every Thursday, Price 6d The Times Agriculture Review Quarterly, Price 6d Australasian Ltd., 
The Times Review of Industry First Wednesday of every month, Price \s donne 
After nearly 20 years in the 
licity department of Lewis’s 
Norman Powell has left to join 
Ellis Lloyd Advertising Ltd., Glas- 
gow, as an account executive. 


Ss P 2 ; ct, London, bL.C.4 
Published by the Proprietors, BUSINESS PUBLICATIONS. Ltd., at their office a: 150 | leet Surect 
aware February 11. 1954. Printed in England by Keliher, Hudson & Keorns Led., 15-17 Hatfields, London, S.b.1. 
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